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VOICE of the TRADE 


IDALE CARNEGIE says: 

“The present ‘recession’ will 
pass; others always have. The 
country is not going to tumble into 
the sea. The rain will fall and 
the grass will grow again. All 
winners lose _ battles—but _ that 
doesn’t keep them from winning 
again. ... The idea is to act un- 
afraid. Then fear will leave you. 


4 





‘Don’t be afraid to order new 
stock for your store.’ ‘Don’t be 
afraid to put in a call for fence 
posts. for your farm.’ ‘Go ahead 
and get that new suit.’ ... Now is 
the time everybody in business is 
holding back, waiting to see ‘what 
is going to happen.’ And this is 
exactly the moment that the bold 
spirit moves forward.” 
* * * 


BBLOOMINGDALE’S of New York 
staged a “Made in America In- 
dustrial Exposition” designed to 
make more work for Americans by 
stimulating in consumers a fuller 
appreciation of the high quality of 
American-made products. The slo- 
gan was: “MADE IN AMERICA— 
MORE WORK FOR AMERI- 
CANS.” 

The shoe industry played a part 


with an exhibit of hand shoemaking 
prepared by the Avon Shoe Com- 


- pany, Inc., pictures of the construc- 


tion of a welt shoe by the United 
Shoe Machinery Corporation, Amer- 
ican leathers by the Tanners’ 
Council of America and _ pictures 
of the production of Kedettes by 
the United States Rubber Products. 
Inc. Some ninety other concerns 
showed a similar relation of work 
to the finished product. It was a 
very successful promotion by the 
store. It was in no sense a “dog 
in the manger” promotion for in 
one window we saw a card in- 
spired by Paris. It was, however, 
a presentation of an American 
viewpoint and to bring about a 
fuller appreciation of American 
goods competing for their place ip 
public purchase. 


EDWARD M. SALOMON, SR., of 
Salomon and Phillips, says: 
“Don’t lose your equilibrium. 
When merchants handling good 
grades switch to lower priced lines, 
they are entering into a new field— 
with new problems—and against 
competition that is deadlier than 
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having an occasional customer walk 
out because your price is too high. 

“Price competition has never 
built a stable business for a quality 
store. But it has influenced many 
merchants to grade down, with dis- 
astrous results. 

“STICK TO QUALITY! And get 
exclusiveness! Exclusiveness—being 
different—distinctive—is the most 
powerful factor in modern mer- 
chandising.” 





MIARY BROOKS PICKEN, vice- 
president of G. Lynn Sumner Co., 
says: 

“Arthur Brisbane once gave this 
very pat definition of merchandis- 
ing: ‘Find out what people want. 
Make it for them. Let them know 
you have it.’ There in fifteen words, 
all but one of them in one syllable, 
is an outline of research, manufac- 
turing, and selling. 

“The consumer — whether your 
wife, your mother, your neighbor, 
or me—wants the best that she can 
get for the money she can afford to 
pay. We like advertised brands 
because we like the uniform qual- 
ity that advertised brands must 
maintain to hold their market. 
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“When a manufacturer puts his 
name on a product, he assumes a 
responsibility. His integrity is at 
stake for, if his quality fails—and 
never fear, the consumer will be 
quick to know it—then his adver- 
tising becomes a liability instead 
of an asset. 

“Reputable merchants know that 
profitable retailing is built on cus- 
tomer satisfaction. They plan their 
stores, choose merchandise, select 
and train salespeople to give the 
kind of satisfaction in goods and 
service that will bring customers 
back again and again. A manufac- 
turer has the same problem. His 
business must be built on the satis- 
faction of the stores which sell his 
products and the customers who 
buy them. And it is equally im- 
portant to him that he must have 
a name and a label by which both 
store and consumer can_ identify 
his product. 

“He must ever remember, too, 
that just good, average performance 
is not enough in any merchandise 
because such does not beget en- 
during loyalty. Prejudice of wo- 
men is not a myth or supposition. 
Once Mrs. Consumer gets indiffer- 
ent or faulty merchandise at her 
price, she develops a prejudice that 
is practically impossible to break 
down.” 








NORMAN N. SOUTHER. presi- 
dent of the National Shoe Travelers 
Association, says: 

“When the sales force of any 
company is reduced, who besides 
the salesman, loses out? Railroads, 
automobiles, hotels, restaurants, 
theaters, merchants and others too 
numerous to mention. When you 
multiply the 500,000 salesmen on 
the road by their average daily ex- 
penditure of $10.00, you realize 
what a tremendous factor the sales- 
man is in the nation’s business. A 
survey made at Cornell University 
shows that salesmen live an average 
of 167 days in a year in hotels and 
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EXPERT OPINION 








—In the Golden Age, when Mr. Got- 

rocks would sail for Europe in the 
royal suite of the MAJESTIC, he 
would give out the following inter- 
view to ship reporters: 
“America is a great country and we 
have a lot of future ahead of us. Busi- 
ness is booming. It will take a hundred 
years for production to catch up with 
our increasing standard of living. Don't 
sell America short.” 

—Today, as Mr. Gotrocks sails for 

his annual six months hunting, fish- 
ing and general sporting holiday 
abroad, he sadly gives out the fol- 
lowing interview: 
"I'm going to Europe but just where 
America is going | don't know. We may 
have lots of future but where is it? The 
Dow-Jones average is now down to six 
feet under ground. If the Administra- 
tion doesn't change its tax-tics, we'll all 
be in the dog-house.” 

—Toot, toot! 

— "All ashore that's going ashore." 


President 





that 80 per: cent of the typical 
hotel’s business is derived from 
salesmen. Group buying results in 
price cutting and takes this large 
amount of money out of circulation. 
Keep the men on the road; they 
bring money and they spend money 
wherever they travel.” 


, ee * 


ENTERNATIONAL SHOE COM.- 
PANY of St. Louis, Peters Division, 
is sponsoring a variety program— 
“Peters’ Surprise Party,” over NBC 
on the Pacific Coast Sundays from 
3:45 to 4:00 p.m., Pacific time. The 
series started Feb. 27. 

Gallenkamp Shoe Stores Com- 
pany has renewed “Professor Puz- 
zlewit” over a split Pacific red net- 
work on Sundays from 4:00 to 
4;30 p-m., Pacific time. The start- 
ing date was March 20—for 52 


weeks. 





1938 


@F late, the average American has 
been eating 120 lbs. of meat an- 
nually against 146 lbs. for 30 years 
ago. The shrinkage is 26 lbs. per 
capita. If Americans continue the 
vegetarian trend, the supply of 
hides for leather shoes will dwindle. 


* * * 


HIOWARD LEFKOWITZ lost a 
million in 1929 and was down to 
three cents, but he had a determina- 
tion to make another million. He’s 
done it in 1938. He said: 

“When I was 19 I had $1,000 
which I used to found a dress house. 
I had one simple rule and it made 
my fortune. If Paris was showing 
bright colors in any one year, I'd 
show all blacks. The stores would 
have to buy my stuff so they would- 
n’t be caught short. Same thing 
with furs. Long hairs in Paris, short 
hairs in Lefkowitz’. The formula 
worked wonders. It worked such 
wonders that in 1928 I had one mil- 
lion little iron men, I retired. 

“But the market hit me like a 
club, and pretty soon I didn’t have 
carfare. 1 couldn’t go back into 
the dress business because all the 
hoys knew my formula. So I dug 
up my chemistry book, set up a 
laboratory in our bedroom and 
went to work trying to evolve some 
sort of a fluid which would make 
all fabrics water-repellent. 





“Neva-Wet—already a howling 
success—lI’ve invented another. It’s 
a chemical treatment for fabrics 
which repels moths like Neva-Wet 
repels water. There’s only one word 
for Neva-Moth—and that word is 
terrific.” 


* * * 
HEAROLD WHITEHEAD, who 
wrote the story “Billy Rogers, 


Shoe Merchant,” which appeared in 
the Boot AND SHOE RECORDER 
about ten years ago, has developed 
in London a market research or- 
ganization that is not only consul- 
tant to H. M.’s government but is 
engaged in sales training in many 
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lines of business. Mr. Whitehead 
writes as follows: 

“The increasing keenness of busi- 
ness competition and the constantly 
increasing efficiency of marketing 
methods have made it imperative 
that sales staffs should be thor- 
oughly trained and equipped for 
their job. Such surveys may cover 
any or all of the main branches 
of sales management, including: A 
study of the general sales policy. 
and the extent to which it is beinz 
effectively carried out, with par- 
ticular regard to the response of 
the consumer. Investigation of the 
selling methods actually used bv 
the sales staff, and by any other 
distributive agencies included in 
the marketing scheme. The com- 
petitive situation—investigation of 
the sales policies and actual selling 
methods of the more important 
competitors. The human element— 
study of the aptitudes and inter- 
relationships of the sales personnel, 
and the methods of personnel con- 
trol.” 


* * * 


A DETAILED study of “Walking 
Research” has been made under the 
guidance of the British Boot, Shoe 
and Allied Trades Research Asso- 
ciation. 

“Standard Size Markings re- 
ceived attention during the year. 
For example, a woman may have 
a pair of shoes giving perfect com- 
fort, marked by a eertain size. She 
changes to another type of shoe, 
or perhaps to the same type of shoe 
from another manufacturer, and 
may find that it is necessary, for 
the same comfort, to go to some 
quite different shoe marking. It is 
a fact that a large amount of va- 
riability has developed along with 
the growing complexity of the 
trade, and it is felt in many quar- 
lers that the time has come to try 
tc clear up the chaos. Here the 
Association is playing a very active 
part, and certain standardization 
rules have been formulated which 
were adopted by a recent joint Con- 
ference representing all sections of 
the industry. 

“Occupational footwear is the 
subject of another investigation by 
the research association—the need 
for designs and specifications of 





boots and shoes suitable for various 
kinds of industrial occupations. 
For example, what is the best type 
of boot or shoe for a waitress to 
wear, or a nurse, a policeman, a 
railway porter, a factory machinc- 
minder, and so on? Safety boots 
for miners and quarry workers is 
a case in point where complete 
knowledge on such matters is es- 
sential.” 





FFRED GANNON, 
Salem, says: 

“They say we are fast becoming 
a nation of non-walkers, motorized 
mammals, so to speak. But stand on 
any downtown corner awhile, and 
enough people will pass by afoot to 
justify the statement that there are 
still plenty of striders, strutters, 
mincers and slouchers among us. 
Most of them are a sorry sight. Few 
walk well. Some walk woodenly. 
Others shamble crabwise. Only one 
in a hundred seems to be conscious- 
ly enjoying the zest of synchroniz- 
ing motion and breath. 

“Once in a while a graceful girl 
delights the eye with her coordi- 
nated walk, poetic in its rhythm. Or 
a fine figure of a man, well set up. 


the Sage of 





"Step lively, ladies! 
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goes by with springy, considered 
step. 


* * * 


CATTLE on farms and 
numbered approximately 66,000,- 
000 head at the start of this year, 
which was about 500,000 more than 


a year ago. 


ranges 


* * * 


THE third anniversary of the or- 
ganization of the Wholesale Shoe 
Men’s Association of downtown 
New York will be celebrated in 
April. The organization consists of 
240 members, made up of the sales- 
men and department heads of the 
shoe distributors in the metropoli- 
tan territory. Not only do the mem- 
bers fraternize and become better 
acquainted with each other and 
thereby raise the standards of com- 
petition; but the association also 
has a very comprehensive plan of 
sick and death benefits. The asso- 
ciation is intensely patriotic and 
the American flag is over the head 
table at every meeting. 

The officers are as follows: 
Henri M. Landman, president; Her- 
man Becker, first vice-president; 
Henry A. Rubens, second vice- 
president; Morris L. Silverstein. 
treasurer; Solomon S. Koppel, sec- 
retary; Benjamin Klein, chaplain; 
Manny Harris, Set.-at-Arms, and 
Solomon Schleifstein, assistant Set.- 


at-Arms. 
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| Four Spring and Summer models from an 
| exhibition by a new association of French 
shoemakers recently formed under the name 
_ of Comité de la Mode des Bottiers de Paris. 
| These shoes are interesting as examples of 

how the modern designer makes every detail 
| an integral part of the pattern. A fastening 
or adjustment is considered part of the orna- 
| mentation of the shoe, not just a practical 
means of holding it on the foot. Soles be- 
come an outstanding style detail. First and 
second shoes from the top are by Bunting: 
third and fourth shoes designed by Perugia 
for Schiaparelli. 






























EVERYTHING is grist to the mill of the modern shoe 
designer—materials, colors and even fastenings. The 
outstanding characteristic of the best modern shoes is 
the beauty and fineness of pattern and detailing. Every 
line, every perforation, braiding or piping, must con- 
tribute to the final harmony of the whole. Even the 
adjustment or fastening must be an integral part of 
the pattern, not just a practical necessity. Outstand- 




















































ing examples of this modern treatment of fastenings 
and adjustments—lacings, buckles and gorings—taken 
from French and American collections, are shown on 
these pages. 
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Practical Details 


Lacings have become important as trimming details 
in several different treatments. Placed at the side or 
back, they dramatize that part of the shoe. (See illus- 
tration.) On ghillies and open-throat oxfords (two 
tongueless patterns) they are given emphasis against 
the background of the lighter stocking tone. 

Color in lacings is another expression of the strong 


ay, 


Five patterns from American manufac- 
turers showing types especially adapted 
to goring adjustments in sport and 
dressier models. The use of goring with 
many of the newest designs shows that 
American women have an _ increasing 
fondness for this kind of adjustment. 
They like to be able to step right into 
their shoes and walk off. 
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GO DECORATIVE 


Adjustments, Fastenings— Even Sole Treat- 

ments—Play Their Part in Trimming Shoes of 

Today and in Giving Them a Fresh Fashion 
Interest 










peasant influence seen in thong treatments, pipings and 
stitchings, in many types of 1938 shoes. For practical 
[TURN TO PAGE 59, PLEASE] 
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SHOE store promotion, in the next three weeks, will ‘be 
based on two tremendously powerful selling ideas, 
Easter and Springtime. When Easter falls late in the 
calendar, as it does this year, the chances are that 
the weather will be favorable for a good shoe business, 
at least during most of selling season. The desire to 
have new clothes and shoes for Easter is likely to be 
aided and abetted by favorable weather in most sec- 
tions of the country, and the urge of Spring is another 
powerful force working for the retailer in his efforts to 


sell more shoes. 


Under these conditions every merchant can feel jus- 
tified in enlarging the scope of his promotional activi- 
ties at this season. Window displays, newspaper and 
direct mail advertising, all of the various instruments 
of retail sales promotion produce their best results when 
they are working with the natural forces that help to 
build business—when the season is right, when the 
weather is favorable and when there is some important 
cecasion or event in the offing which creates a need to 
buy merchandise, such as Easter, the Christmas holi- 
days, the vacation season in Summer or any important 


PROMOTION POINTS TO EASTER 


An unusual and very effective window treat- 
ment by Saks Fifth Avenue in New York. 
Display forms and fixtures wrought in wire, 
like the balloon in this window, are among 
the comparatively recent. innnovations de- 
veloped by the ingenious display men. 


At the left is an interesting Spring 
shoe display by Elder & Johnson, 
Dayton,’ Ohio, where Louis A. 
Miller is manager of the women’s 
shoe department. For Spring Shoe 
Fashion Week, newest models in 
Foot Savers were shown in contrast 
with high top Julian & Kokenge 
boots of 20 years ago. 








J. & J. Slater, of Fifth Avenue, 

used the clever display on the 

right to feature a new line of 
play shoes. 


“Spring Is a State of Mind,” said the cap- 

tion of the interesting shoe display pictured 

below, which was used by Franklin Simon 

& Co. New York. The tree, with green 

leaves and birds served as a seasonable dec- 

orative feature, and also as a display stand 
for the shoes. 


occasion that acts as an influence in causing customers 
to buy. 

Spring shoes have been featured in shoe store win- 
dows for several weeks past—much longer in the South 
—but many merchants up North have been holding 
back their big promotions, both in the windows and in 
newspaper advertising, to make them coincide with the 
natural Spring and Easter selling season which the 
calendar has determined this year for the first half of 
April. So this year one can count for a certainty on 
seeing a large volume of shoe promotion released dur- 

[TURN TO PAGE 40, PLEASE ] 


With Springtime Here and Easter Just Ahead, 


Shoe Windows Should Tell a Strong, Convinc- 
ing, Selling Story in the Next Three Weeks— 
Colorful Leathers and Ingenious Styling Add 


to the Interest of Current Footwear Displays 
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4. CHANGE all your 

window displays to- 
day, installing Easter dis- 
plays of your most inter- 
esting women’s styles. Give 
a liberal space to Easter 
hosiery, featuring your 
best selling price. Chil- 
dren’s footwear should 
have a display, too. Give 
particular attention to your 
display cards. Make every 
one of them a SELLING 


card. 


TWO more Satur- 

days before Easter, 
so make sure that today’s 
ad for Saturday business 
is the best SELLING ad 
that you can devise. Limit 
it to a few numbers, but 
play each one up so it 
cannot be overlooked. Use 
a big ad, and be generous 
with white space. 


12 ARE you checking 

every ‘customer to 
see if they are on your 
mailing list? With so 
many people entering the 
store you are overlooking 
an opportunity if you are 
not doing this. Unless you 
keep perpetually at it, 
your mailing list soon 
grows stagnant and out of 
date. 
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THE RETAIL CALENDAR 


Good Shoes Deserve Good Sales Promotion 


l NOW for the BIG 
Easter selling sea- 
son. Use a big, smart 
appearing ad today for 
Saturday business. “New 
Footwear For Easter’ is 
your theme of course and 
you'll want to feature your 
best selling price line of 
women’s style footwear, 
but don’t forget to give 
hosiery a good play too. 


5 HOW about a mail- 
ing card to your 
customer list today featur- 
ing a 3-pair box of your 
most popular seller in 
women’s hose at a slight 
reduction from the regu- 
lar price. Emphasize that 
this bargain will not be 
advertised elsewhere and 
ean only be secured by 
presenting the card. 


REMIND all sales- 

people this morning 
that every shoe customer 
is a potential hosiery cus- 
tomer. Frequently all that 
is necessary to get an ex- 
tra sale is to make the 
suggestion. One success- 
ful method is to bring a 
pair of hose to the cus- 
tomer along with the shoes 
she is considering. 


1 3 IN looking over the 

results of today’s 
stock check you should 
look beyond Easter. 
There’s a good selling sea- 
son after Easter and you 
must be prepared with 
adequate stocks of the 
footwear and hosiery that 
will be in demand. And be 
sure too your stocks are 
not too heavy! 


2 BE sure that you 

have plenty of sell- 
ing help for these pre- 
Easter Saturdays should be 
busy days. Make sure your 
window displays tie in with 
yesterday’s ad. And be 
sure there is a price ticket 
on every pair of shoes in 
the window. Instruct sales- 
people to suggest hosiery 
to all customers. 


6 THIS is the day to 

make your weekly 
check of stocks. And when 
you have completed your 
check DO SOMETHING 
about it! If you are low 
on any styles that are sell- 
ing well get a rush order 
in the mail today. If you 
find any slow sellers mark 
them down! 





1 4. WHY not arrange a 

window display for 
the balance of the week 
of attractive white boxes 
containing one, two and 
three pairs of silk hose 
with a display card sug- 
gesting these as ideal 
Easter gifts? Play up the 
box prices. Many window 
shoppers will be looking 
for Easter gift suggestions. 





7 AT this season of 
the year, with many 
more’ customers entering 
the store, several addi- 
tional table and counter 
displays are _ advisable. 
Your best selling silk ho- 
siery should be out where 
they can be seen, as well 
as any specialties, such as 
handbags, and a few smart 
footwear numbers. 


ll REVAMP your win- 
dow displays today 
for this last week before 
Easter. And don’t crowd 
your displays. A few good 


» anits, well displayed, with 


attention - getting display 
ecards will bring more 
people inside the store 
than windows that are so 
full of shoes that none 
stand out. Give hosiery a 
big space. 


] 5 OF course you will 
have a big ad today 
for the last Saturday be- 
fore Easter. Select your 
two most important and 
best selling price ranges 
in women’s footwear and 
your best-selling hosiery 
number and build your 
ad around these three 
lines. If this won’t bring 
them in, nothing will! 


Ss Sth AS 
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will 
day 
be- 
our 
and 
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ring 















] IF you have some 

slow sellers be sure 
all salesmen know about 
your anxiety to clear them 
out, for today will provide 
a good opportunity. Look 
your window displays over 
this morning and see if 
there is anything you can 
do\to make them better 
selling displays than be- 
fore. 





2 HOW does your 

stock investment 
compare with one year 
ago at this time? If it is 
lower, and if your sales 
are not suffering it is safe 
to assume that this is large- 
ly due to your weekly 
check of stocks. And _ to- 
day is the day to make 
that weekly check! Are 
you planning to _partici- 
pate in Foot Health Week, 









28 GET out your rec- 
ords for last May to 
guide you in this year’s 
planning. Then map out 
a selling program for next 
month that will keep sales 
up. And don’t forget that 
it will require more ag- 
gressive promotion and 
selling to get results this 
year than it did last year! 
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FOR APRIL 


A Working Sehedule for Busy Merchants 
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21 DO you stock a good 
line of foot’ aids? 
And do you and your 
salespeople understand the 
use of each item so that 
you can sell them intelli- 
gently? There is profit in 
this merchandise, and 
when you sell an item that 
relieves foot discomfort 
you usually win a life cus- 
tomer for your store. 


2 CHANGE or re-ar- 

range your window 
displays today. Play up 
any new styles as “Advance 
Summer Styles.” If you 
have not had a children’s 
window recently this 
would be a good time for 
one. How about giving a 
top or jumping rope free 
with every pair of chil- 
dren’s shoes this week? 
Plan this week for Na- 
tional Foot Health Week, 
May 2 to 7. 


29 IF you are going to 
hold a Month-End 
Clearance tomorrow your 
ad in today’s paper should 
be a bold, attention-com- 
pelling sale ad. Say frank- 
ly that “these are good 
styles and good shoes, but 
we bought too many and 
sales have been disap- 
pointing so we have nam- 
ed prices that are BAR- 
GAINS!” 


18 CHANGE all your 
windows today. Re- 
move all cards that men- 
tion Easter. Put in new 
backgrounds if possible. 
You are now into a new 
selling season, the after- 
Easter season and your 
windows must look “dif- 
ferent.”” And be sure there 
are no. suggestions of 
Easter anywhere inside the 
store. 


2 YOU should have a 

good women’s style 
footwear ad in today’s pa- 
pers for Saturday’s selling. 
Play up NEW styles, and 
talk about “advance Sum- 
mer” footwear. A_ few 
good specials will make 
the ad more effective and 
you no doubt have some 
close-outs available for 
this purpose. 


26 A mailing card fea- 
turing “Children’s 
Shoes For Outdoor Days” 
might be worth while this 
week. Play up your best 
selling price range. In 
fact “price” is the thing 
to emphasize in all your 
advertising and windows 
nowadays, for today’s con- 
ditions make price a very 
important consideration to 
many people. 





30 DID you put in 
some flashy sale 
windows last night for 
your Month-End Clearance 
today? Are all sales peo- 
ple posted on the numbers 
you particularly want to 
sell? Have you a smart 
style display planned to go 
in the windows tonight re- 
placing your clearance dis- 
plays? Are you ready for 
National Foot Health 
Week, May 2 to 7? 


1 IF you can secure a 

list of local golf 
club members it is not too 
early to send out a letter 
suggesting that a new pair 
of golf shoes will probably 
help any man’s 1938 
game. Many shoe stores 
find golf balls a profitable 
side line, and one that 
brings shoe customers into 
the store. 





2 IF you did advertise 

some specials for to- 
day be sure and play them 
up in your window. When 
you have bargains in close- 
outs do you consult your 
list of customers’ sizes and 
notify by telephone those 
you think might be inter- 
ested in these bargains? 
Or do you maintain such 
a list? 





2 DID today’s check 

of stocks disclose 
that you have too many 
numbers that ought to 
have been sold before May 
1? Make a list of them 
and then reduce the price 
on every one to a figure 
that will sell them. Use 
these items for a Month- 
End Clearance next Satur- 
day. 


\\ u 
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As Light Attracts Moths, So Does the Well Illumi- 
nated Exterior Draw Customers to Shoe Stores 






A STREET 
Of MODERN © 
SHOE STORES 


S ommer & Kaufmann Remodel Windows 
of Their Beautiful Store in Market Street, 
San Francisco — Following Closely Upon 
Frank Werner’s Extensive Modernization 
Program — Improvement Gives Added 
Prominence to Shoes in This Retail Area 


Remodelled windows of Sommer & Kaufmann, 
famous San Francisco shoe store. Very modern 
use is made of plate glass and of indirect lighting. 
Note spaciousness of lobby and the manner in 
which shape of entrance literally ushers window 
shoppers into the entrance. Window space is 
. utilized to full advantage. 


' interest, there are probably more shoe stores than any 
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DDOWNTOWN Market Street in San Francisco is fast 
becoming known as the street of modern shoe stores. 
In the dozen or so blocks of most intensive shopper- 







other single type of retail outlet and nearly all of them 
stand out for attractiveness and modernity. A number 
have lately remodelled their fronts. Following close 
behind Werner’s, Sommer & Kaufmann, whose eight- 
year-old building has been and still is one of the most 
modern among local retailers, have just completed a 
show window remodelling job that makes their dis- 
play windows the equal in modernity of the striking 













building front. : 

The window space and lower part of the building 
only were modernized, using large areas of plate glass 
and stainless steel to tie in with the striking store front 
of blue-green tile and steel, carrying the design and 
color scheme all the way down the building to the base, 
which is also of blue-green tile. Wide areas of plate 
glass are used for the display windows. Reference to 
the photographs will show how the wide sweep of the 
entrance has been utilized to afford the maximum dis- 
play space as well as to inevitably guide window shop- 
















pers into the store entrance. 

The treatment of the display windows is neo-classic. 
Using indirect and cove lighting, merchandise is dis- 
played against a background of off-white walls. A 
beautiful off-white carpet sets off the dark and colored 
merchandise to fine advantage. Fresh flowers are being 

















used in the windows throughout the Spring merchandise 
showings. 

The back panels of the windows are movable, mak- 
ing it possible to increase or decrease the window space. 
at will. This was done because Sommer & Kaufmann 
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plan to gradually extend their apparel and accessories 
departments and very shortly expect to utilize their 
windows for displaying this merchandise together with 
the shoes. A tentative beginning has already been made, 
as reference to the photographs will show. 

Methods of display having now caught up with store 
architecture, Sommer & Kaufmann are in the forefront 
with new windows that give them much more space for 
the showing of goods in accordance with contemporary 
technique and make their store one of the most out- 
standing among retail outlets. 

It is only during the past few years that retailers 
have fully awakened to the necessity of maintaining a 
modern and attractive business place. Competition is 
virile these days and now, more than ever before, it is 
necessary to present and future business that the store 
be kept in pace with the times. In the past “gas-light 
era,” there was hardly ever more than one or two shoe 
stores in an average town. Each had its own clientele, 
built up by friendship, service or some such feature. 
Important as they are today, these features are some- 
times superseded by the general appearance of the store 
itself, which plays the major role of bringing in new 
customers and holding old ones. The latter are prob- 
ably influenced in lesser degree, but still are somewhat 
affected by the store’s appearance. ; 

There is no doubt that modernization, today, covers 
a big field. A retailer, today, who plans on moderniz- 
ing his store has much to consider. Unlike a few years 


ago, the customers of today want comfort when they 
shop, whether it be for shoes or anything else. 
Air-conditioning, a fairly new but ever-growing in- 
dustry, has become increasingly important to present 
day retailing in providing comfort to a store’s patrons. 
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Advertising That “Ties In” with Window Promo- 
tion Has the Most Powerful Sales Appeal 


SOMMER & KAUFMANN 


A. DIXIE DEB block gabardine and 
patent afternoon style, Also in 
marine bive gabardine ond col 


B DIXIE DES perforated open toe 
black potent pump, shown also in 
Persian bive, roseberry, black calf, 


C. DIKE DEB style with medium 
boulevard heel, in black parent, 
royal London ton, marine bive calt 


©. DIKIE DEB atternoon shoe of 
black patent ond gabardine, elo 
marine blue gabardine and calf 


6” 


Epitomizing the finest in “young” styles 
for tashion-minded moderns, Sommer & 
Kauimann’s famous DIXIE DEB shoes... 
exquisitely designed, quthentic copies of 
the finest custom-made originals, now pre- 
sented in a glorious array of beautiful styles 
for Spring! Available at BOTH STORES. 
119 GRANT AVENUE - 638 MARKET STREET 


Sommers 


Ten 


With this advertisement in two of San Francisco’s 
leading newspapers, Sommer & Kaufmann an- 
nounced the opening of their Dixie Deb department 
at the Grant Avenue store. In the store, the Dixie 
Deb shoe is featured with its matching accessories. 
the Dixie Deb bag, Dixie Deb hosiery, etc. Group 
sales of the shoe with its accompanying accessories 
are always attempted. 


E. DIKE DES “winged” pump of 
pertorated call, marine bive, royal 
london tan or black. Finch heel. 











Then there is the furniture, fixtures, floor coverings, 
front, display windows and, last but not least, the light- 
ing, all important in. various ways in creating a favor- 
able reaction in the prospective customer’s mind; first 
in bringing them in to the store and then bringing them 
to and keeping them in a buying mood. 

But, like everything else, retailing has become in- 
creasingly complex as the years roll along and shoe 
retailers, like every other group of business men, must, 
if they are not to be left far in the rear, climb aboard 
the bandwagon and hang on. 















THE first consumers’ rally, to our knowledge, was 
held in New York City last Monday. It was actually a 
promotion sponsored by a department store that sells 
most of its goods in the very low price brackets. Madi- 
son Square Garden was made the arena. Political and 
social-minded orators made the rafters ring with the 
theory that “the wheels of industry can be set turning 
again if prices are forced down.” Opera stars and 
entertainers tickled the ears of the multitude. It was 


announced and advertised later that some 20,000 voices * 


rose in approval. Well, we happened to be there and 
talked to one of the gate tenders who knows his crowds 
and he said 10,000 would be high tops. 

Anyone can start a parade in America today with the 
American Legion women’s auxiliaries who love a uni- 
form and a parade. Fully 2000 were regimented into 
the arena. This was not a spontaneous crowd asking 
for lower prices as it was obvious to anyone there who 
listened to one speaker say how much effort had been 
expended to contact 18,000 persons in the Bronx. Not 
that we deny the rights of assembly and the forum of a 
free people, but this was a promotion linked up with a 
store and the drums of desire were very evident in their 
thumping. 

We went to the meeting feeling that perhaps it had 
some significance. Remember this, all ye business men. 
Too often we haul out some idea that was useful 20 
years ago and work it to death as a sales promotion 
plan, to find that today it is out of time and tune with 
the American public. Almost everything has been tried 
as a promotional effort and in any new experiment it is 
well to see whether there are seeds of consumer-interest 
hidden beneath it. We are living in an age of crowds 
and someone has said: “People individually are intelli- 
gent and capable of making their own decisions but in 
a crowd they are dumb sheep for the leading.” Again, 
we are not cynical but extremely critical of any move- 
ment that has in it the implication of leading the sheep 
—to the slaughter or otherwise. 

Furthermore, we have no brief for pegging prices 
artificially and the slogan of the store and the con- 
sumers’ rally—“Lower Prices Will Bring America Out 
of the Depression Back to Prosperity” may have within 
it some popular appeal, but looking at it critically, 
from today’s viewpoint, every store is in a period of 
giving lower prices. Never in our experience have we 
seen the prices of goods slashed below cost in every 


Baiting the Customer 
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OUTLOOK 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


line of retailing. When inventories are high and moneys 
are needed to pay bills and wages, it is common sense 
to sell at the price the public will pay. The campaiga 
might better have been said: “Move More Goods to 
Bring America Out of Depression, Back to Prosperity.” 
The inference that 20,000 voices demand lower prices 
is that someone is artificially holding prices high. Cer- 
tainly that cannot be said of the retailer and of manu- 
facturer who is starving for business in every line from 
furs to footwear. 

Agitators for the so-called consumers’ movement are 
working vocally all over the land. These starry-eyed 
reformers hope to inoculate customers with “cash- 
cautions” but only develop doubts as to goods, services 
and “money’s-worth.” Many department stores have 
had to put in testing laboratories to give visible evi- 
dence to the public of accurate identification of the in- 
gredients of each article. 

The public is told: “Be cautious and critical of every- 
thing you buy.” It is the easiest thing in the world to 
organize “critical opinion” through consumers’ leagues, 
parents’ and teachers’ associations, home economic bu- 
reaus, women’s clubs, etc., but what is it all leading 
up to? Does it mean the conflict between customer and 
store on every item bought and every service rendered? 

What a pity to destroy that fine friendship that has 
existed over the years between the consumer and the 
merchant. The intelligent consumer rightfully knows 
that the merchant is the pre-selector of good for the 
community and that the merchant’s service is an 
honest one. 

The consumer knows that any dishonest practice is a 
boomerang upon the merchant. Even Lo, the Indian, 
said it—‘Fool me once, shame on you. Fool me twice, 
shame on me.” For the public doesn’t go back to the 
store where it has not been treated right. 

Then again, no one in this broad land of ours is 
ignorant of the part that competition plays in values 
and selection. Even the smallest community gives the 
customer a chance for a choice between a number of 
stores for the same sort of article. The public isn’t 
dumb, nor never was, in getting what it wants for the 
price it is willing to pay. Stores that continue to sur- 

[TURN TO PAGE 43, PLEASE] 
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GOODYEAR 


GD 


“ae — 


GOODYEAR 


Cid 


HEEL 





FORESIGHT rs 
for SALES. | ces ¥ one 


some, blind-nailing Goodyear Heels 
fitted to shoes, you know that the 
manufacturer of these shoes has the 


foresight to help make your selling job easier. 
When your customers see these heels your selling job becomes easier. 


They like the trim, part-of-the-shoe appearance of the Goodyear 
Custom and the Goodyear Wingfoot. 


They like the fact there are no visible nail holes to track mud and dirt. 


Most of all, your customers trust the great name of Goodyear as an 
added assurance of satisfaction. 
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ABRAHAM LELYVELD 


FFOR twenty-five years Abraham Lelyveld has been 
striving mightily to overcome the handicap which he 
imposed on himself by opening a shoe store on Friday 
the thirteenth. And while this year, with general trade 
in his locality down, the Lelyveld Shoe Store at 320 
Union Street, Rockland, Mass., is showing a good in- 
crease over last year’s business, he still isn’t satisfied. 

In achieving this record in the face of the competition 
which he gets from the larger stores of the cities of 
Quincy and Brockton—neither of which is more than 
a few miles away—he has used merely a slogan and 
common-sense merchandising methods which are good 
in any part of the country. The slogan is: “We fit 
shoes correctly or not at all.” 


The merchandising methods include estimating the. 


average incomes of his prospective customers and buy- 
ing lines which can be sold at prices those customers 
can afford to pay; keeping a card record of customers’ 
names and addresses and reminding them frequently of 
his existence by postcards; memorizing names and faces 
—likes and dislikes; frequent newspaper advertise- 
ments, not large in size but always containing at least 
one shoe illustration; giving a present (currently it’s a 
lollipop) to every child who enters the store; and last, 
but by no means least, checking the fit of every shoe 
with an X-ray machine. 


@VER a period of many years, mothers have found 
that they can send their children, unescorted, to the 
Lelyveld store with the absolute certainty that they will 
be fitted and that the price will be about what they 
expected to pay. No attempt is ever made to take ad- 
vantage of the absence of a parent to sell the child a 





A braham Lelyveld, Owner of Lelyveld’s Shoe Store at 
Rockland, Mass., Notwithstanding Present Business 
Conditions, Is Showing a Good Increase Over Last 
Year’s Records by Strict Adherence to His Slogan, 


“We Fit Shoes Correctly or Not .at All’ 
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Correct Fitting Reaps Its Own Reward 










higher-priced shoe than the pair specified. Sometimes, 
even if he happens to have the child’s size in a line 
which he has reduced for clearance purposes at the end 
of a season, Mr. Lelyveld turns Santa Claus and gives 
the parent a break—not forgetting, however, to send a 
message to that effect with the bearer of the shoes. 
Furthermore, in the case of the unchaperoned and un- 
protected child customer, Mr. Lelyveld not only gives 
a present but fills in a card giving the child’s age, the 
date on which the shoes were bought and the size. At 
the bottom of the card appear the words: “Boy, and they 
are comfortable. They were fitted by X-ray.” 


THIS X-ray machine, by the way, and Mr. Lelyveld 
was one of the first small-city merchants in New 
England to install one, has become a habit with his child 
customers. He can’t shoo them out of the store until 
they have watched the bones of their feet wiggle inside 
the new shoes. It’s one of the best parts of the game of 
getting new footwear. 

' And that’s about all there is to it, according to Mr. 
Lelyveld, who studies his customers as a parent studies 
his child, always alert to sense any changés in income 
or changes in style and always insistent on fitting with 
such a degree of correctness that there will be no ex- 
cuse to travel farther abroad in search of comfortable 
shoes. 

Mr. Lelyveld, moreover, manages to find time to 
father cooperative activities among the other merchants 
of the city. In 1937 he was president of the Rockland 
Retail Merchant’s Association and has served also as 
president of the Rockland Credit Union and as director 
of the North Abington Cooperative Bank. 
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LYNN ROBERTS 








PATENT PENDING 


THE STAR WHITE CLEANER FOR 
BUCK, SUEDE AND FABRIC SHOES 


Show Your Customers How to Solve a Summer Problem 


The Hollywood Way / 


A few pats with the raised side of a Buck Buffer restores the original nap and brilliance ... then... 
you simply turn the convenient cleaner over and use the buffer to remove all excess powder. Each Buck 
Buffer is cmartly packed in a dustproof rubber envelope to insure absolute cleanliness in a purse or 


traveling bag. 


MAKE THIS TEST. Send us your order for one dozen Buck Buffers (your 
cost is $1.50 per dozen), and if, after showing and suggesting them 
for one week, you’re not entirely satisfied we'll make an immediate 
refund. This offer expires May 1, 1938. 


Retails for 25c * Your cost, $1.50 per dozen. 


WIZARD COMPANY 


ST. LOUIS, MO. - WALSALL, ENG. 
Canadian Distributors: Canadian Specialties, Ltd., Hamilton, Ontario 








H. D. KROTTS 


Manager of the Children’s Shoe Department at the 
Rike-Kumler Co. Dayton, Ohio 


DAYTON, OHIO—“Building something from noth- 
ing” might easily be the theme of the experience of 
H. D. Krotts, manager of the children’s shoe depart- 
ment of the Rike-Kumler Company in Dayton, Ohio, 
who capitalized on an idea which has brought him and 
his firm the bulk of the dance shoe business in that city. 

“Just by accident,” said Mr. Krotts, “I learned that 
dancing school teachers were sending their orders for 
ballet slippers, and shoes for toe, tap and acrobatic 
dancing direct to the manufacturers. They would have 
a child stand on a piece of paper and then draw a 
line around their feet and this outline was sent on to 
be made into dancing shoes. 

“This method was extremely unsatisfactory and the 
dancing teachers were having much difficulty in getting 
the proper fittings for. their pupils. 

“When I learned about this condition, I visited every 
dancing school in Dayton. We had thought there were 
only four or five such institutions in the city, but we 
got the surprise of our life when we found there were 
twenty-two such dancing schools in all parts of Dayton. 

“I talked with each dancing teacher and found out 
just what they wanted in the matter of dancing shoes. 
I asked them that if we could furnish them with suit- 
able shoes whether we could expect a reasonable amount 
of business in return. In every case, these teachers 
expressed their willingness to cooperate.” 


Ve 
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DANCING SHOES 


CALL FOR 
SPECIAL SELLING 


How H. D. Krotts, Children’s Shoe Manager 
at the Rike-Kumler Company, Dayton, Ohio, 
Has Built Up, Through Persistent Sales Effort, 
Good Service and Proper Fitting, an Excep- 


tional Extra Business on Dancing Footwear. 


Mr. Krotts indicated that all the preliminary work 
was done just before the start of the dancing school 
season in the Fall of 1936. A full line of dancing shoes 
and slippers was stocked and then he sat back awaiting 
the results of his missionary work. Announcements 
were sent to each dancing school on the receipt of the 
merchandise. A large advertisement in the local news- 
papers also announced the fact and a whole display 
window was used to attract the attention of the passerby. 

“We backed up our city-wide invitation with ser- 
vice,” said Mr. Krotts, “and carried a wide range of 
sizes and widths so we could fit these dancing feet 
just as their teachers wanted them fitted. 

“However, we found out that fitting dancing shoes 
is entirely different from the fitting of street ‘shoes. It 
required careful and constant study from every angle. 
We feel now that we have made big strides in the 
proper fitting of dancing shoes. 

“In some types of dancing shoes, we have carried 
special widths, such as those that are not carried in the 
regular trade. This, we found, to be of advantage to us 
and resulted in additional orders which formerly went 
to the manufacturer. In fact, we carry a complete stock 
of dancing shoes from babies right through to grown- 
ups. . 

“After it became generally known throughout the 
[TURN TO PAGE 42, PLEASE] 
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EVERY man and every woman who sells shoes 
at retail has a story to tell of methods they have 
found successful, in their own experience, in 
“Getting More Shoes Sold Right.” BOOT AND 
SHOE RECORDER will pay real money for 
the best seven selling stories, submitted to our 
Contest Editor, between now and May Ist. Writ- 
ing ability, rhetorical construction, grammar 


or penmanship will not count. What we want 


are practical selling ideas and methods that 


have stood the test of experience at the fitting 
stool, and produced sales. Give us your story 
in 500 words or less. Here are the prizes, one 
of which may be yours, if your story, in the 
opinion of the judges, ranks among the seven 
best: FIRST PRIZE $50.00; SECOND PRIZE 
$25.00; FIVE PRIZES OF $10.00 EACH. There 
are no difficult requirements for participation 


in this contest. Any intelligent and experienced 


retail shoes salesperson, man or woman, any- 


where, can qualify. Here are the simple con- 


ditions: 
RULES 


. Stories must relate to the subject “How 
Retail Salespeople Can Help to Get More 
Shoes Sold Right in 1938.” 


. All stories must be mailed, plainly ad- 
dressed with the coupon below attached, 
to Contest Editor, Boot and Shoe Recorder, 
239 West 39th Street, New York, N. Y., 
and must reach him not later than May 1, 
1938. 


. Every contestant who submits a story 
thereby agrees to accept the decision of 
the judges as final. 


. Every contestant must be a bona-fide re- 


tail shoe salesperson. 


. All entries submitted are to become the 
property of BOOT & SHOE RECORDER. 





BOOT ann SHOE RECORDER 








: Feet peege .. . °50.00 
Second prge.. ‘25.00 
Five prizes of N00 acch 

















POINT OF SALE IS THE 
MERCHANDISING 


Mr. John Slater, of J. & J. THEME SONG 


Slater, New York, N. Y. Mr. . FOR 1938 
L. E. Langston, Executive 
Vice President, N. S. R. A. 
Mr. Wm. Pidgeon, Shoe 
Merchant, Rochester, N. Y. 


JUDGES 


BOOT AND SHOE 
RECORDER 
Don’t Delay Your Entry In This 239 West 39th Street 
Contest. Start Your \tery Te- New York City 
day. And Mail It As Seon As 


(Attention: Co 
Possible To The Contest Editer. 


Name of Salesperson ‘ 
Home Address 
Name of § 


Length offEmployment with above store . 


is information will be held confidential 














On that four foot base stands all your 
Advertising, Display, Promotion and 
Sales Program. Unless he is sold on 
your product or service, unless this is a 
cold, hard, factual base, all your best 
laid plans, all your carefully prepared 


advertising are but a tower of cards. 


No one can insure the success of any 
advertising program. The premium 
would be impossible to compute. But you 
ean establish this firm foundation on 
which you may safely build those adver- 
tising and sales plans. Sell the Man at 
the Fitting Stool FIRST that your prod- 


uct is the best product for his customer. 


Ctr Chloe Newettining aed 
(ales Togecoo r0ile m this awe 


Describe a circle four feet in diameter about the Man at 
the Fitting Stool and the customer he is selling. Your 
charts and figures may show national distribution, 
but this circle is your immediate POINT OF SALE. 










The only direct way to sell him is 


through his paper, BOOT and SHOE 


RECORDER, to which he turns weekly 
in his search for ways and means to 
“Get More Shoes Sold Right.” BOOT 
and SHOE RECORDER has a third 
chair in this charmed circle. One that 
you could not buy for a king’s ransom, 
but one on which we invite you to sit 
with us and tell him your story fifty- 
two times a year. It is your chance to 
be there weekly when decisions are 


made, your chance to sell him and keep 





him sold on your product or service. 


BOOT AND SHOE RECORDER 


A Chilton ®) Publication 


239 WEST 39th STREET 


Copyright 1938 Boot and Shoe Recorder 
























NEW YORK CITY 


Be ee pit ek 
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WORLD’S SMALLEST SHOE STORE? 


Mr. Brakeman fits one of his feminine customers for a pair of 
riding boots, a line which he made into a real money-maker. 


oJ AMES BRAKEMAN burned with one great ambition 
as he strode the campus of Michigan State College, a 
football hero, seven years ago. Some day he would 
own the world’s smallest shoe store. Today he does. 

Brakeman’s store, five and one-half feet wide and 
28 feet long is on Grand River Avenue, East Lansing, 
Mich., directly across from the college campus. He does 
business in excess of $20,000 annually with customers 
in a dozen states and has the exclusive agency in 
Lansing and East Lansing for Nettleton Shoes. 

In 1931, Mr. Brakeman was advised family funds 


Looking in from the door, Mr 
Brakeman’s shop is small indeed 
but that doesn’t prevent him from 
devoting a good majority of the 
space to a display of his stock. 


How James Brakeman, Michigan State 


College Graduate, Built Up a Profitable 
Shoe Business in His Tiny Shop by Con- 
tacting Business Executives, Emphasiz- 
ing the Importance of Proper Fitting and 


Calling on Army and R.O.T.C. Officers. 


were low and if he wanted to remain in school he must 
earn the money. He decided students were likely to 
continue wearing shoes for a time at least, so he went 
to Detroit and made connections with a shoe store. He 
sold shoes from a suitcase during the remainder of his 
college years. 

Upon graduation he negotiated the roofing of a 
narrow areaway between two stores and put in a mod- 
ern front. That is his store. He set out to build a 
business among busy, big-business executives, calling 

[TURN TO PAGE 40, PLEASE] 








BOOT AND SHOE RECORDER, March 26, 1938 


(BAC Equipment 


‘ ag iain si i a ie 
_— i i it TE a cl i Aa hae oe ta 




























ROUNDED 
OUTSOLE 


WITH INSOLE 
INCISION 











Bock SoLe 





PLANET SOLE ROUNDING MACHINE — MODEL E 
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Sbicca-DelMac process of stock fit- ! oa ie 
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sole and innersole. Because both 

pieces are derived from one sole, 

precision in sole rounding and sole 
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facturers the advantages of maximum 


operating economy at lowest avail- 
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ing the three weeks’ period that will 
start the last Sunday in March and 
continue right on through until Easter 
Sunday. And, since the weather in 
many localities has been more or less 
backward and unfavorable up to now, 
with the result that retail buying has 
lacked the earlier stimulus that occurs 
when Easter Falls in March or early 
April, it seems reasonably safe to count 
on plenty of action from this point on. 

The individual store’s ability to claim 
a greater or larger share of the sum 
total of business to be had, depends 
these days more than ever before on 
the kind of promotional job it does, 
with particular reference to windows 
and newspaper advertising. Every re- 
tailer today recognizes the vital impor- 
tance: of good window displays, and 
practically every merchant, within the 
limitations of his budget allowance, 
tries to do the best job he can in cre- 
ating the kind of displays that will sell 
more shoes. But it isn’t always enough 
to have attractive displays; it is equally 
essential to make sure that they are 
rightly timed to coincide with the needs 
and requirements of customers, for it 
is then that they will attract most in- 
terest and do the best and most effi- 
cient selling job for the store. 

The urge to buy Spring shoes in the 
next three weeks should be sufficiently 
powerful to make the job of the mer- 
chant, in deciding what kind of shoes 
to show and how to show them, com- 
paratively simple. Any kind of Spring 
shoes will be interesting to customers, 
but since this is a time of year when 
people are naturally thinking in terms 
of outdoor activities, outdoor apparel 
and outdoor footwear, the merchant’s 
obvious cue is to feature daytime shoes 
for daytime costumes. With Easter just 
ahead, the dressier types of street and 
daytime footwear will have the call, at 
this particular period, over the strictly 
sport types of shoes. 

It should not be difficult to achieve 
interesting and attractive window dis- 
play effects with the unusual variety of 
shoes of this category that are avail- 
able this year. Rarely, if ever, have 
the colors in Spring leathers been more 
varied, interesting or eye-compelling; 
seldom have the styles been more at- 
tractive. The I. Miller store on 34th 
Street, in New York, last week offered 
a very comprehensive showing of 
Spring styles, which had been arranged 
for display purposes in six groups. 
There was one group of the much- 
talked-about color Parisand, another 
of the popular shades of red and blue, 
and a third in black patent. In the 
opposite window were three groups of 
shoes arranged according to style and 
price range. The result was not only 
brilliant from the standpoint of color 
and fashion, but it also gave a powerful 
impression of the great variety of 
styles available in different materials 





{CONTINUED FROM ~PAGE 23] 





other 


Spring 
flowers give a seasonable atmos- 
phere to shoe windows, as evi- 
denced by this group from an 
Easter display last year by the 
May Company, Los Angeles. 


Easter lilies or 


and in different price groups. Windows 
of this character not only attract cus- 
tomers but also help them in their se- 
lections and in that way make it easier 
for them to buy. 

Illustrations accompanying this arti- 
cle show, on the first two pages, some 
of the season’s newest ideas in window 
display. The tree motif, as developed 
by Franklin Simon & Co., Fifth Ave- 
nue, New York, is of special interest 
and it presents a type of window decor- 
ation’ that is exceedingly appropriate 
for a spring shoe promotion. The leaves, 
the birds, and the colors all give a 
touch of Springtime atmosphere to the 
window, while the tree itself is sym- 
bolical of the rebirth of nature and the 
re-awakening of the great outdoors 
that comes at this season of the year. 
Viewed from more practical display 
angle, the branches provide very ef- 
fective stands on which to show the 
Spring styles of shoes. 

A somewhat similar window decora- 
tion, with a tree as the central feature, 
was used in the Ansonia store on West 
34th Street, where the more popular 
price grades of shoes are featured, and 
where a much larger number of pairs 
of shoes were included in the display. 
In this case the tree was placed in the 
background of the window, while the 
large open space in the foreground was 
filled with a comprehensive showing of 
Spring styles in a great variety of pat- 
terns, colors and materials. 

Floral displays are usually very 
numerous during the pre-Easter sell- 
ing season. Easter lilies and other 
Spring flowers provide decorative mate- 
rial that is easy to obtain, simple to use 
and very effective in imparting the de- 
sired atmosphere for Easter and 
Spring. The shoe group from an Easter 
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PROMOTION POINTS TO EASTER 






window of last year by the May Com- 
pany, Los Angeles, as illustrated here- 
with, serves as an example of how 
a beautiful effect can be obtained in 
the simplest way through the use of 
flowers. For this purpose fresh flowers 
can be used and are really most ef- 
fective, but if the window is to be in 
place for more than a few days, their 
use involves the problem of replace- 
ment. So many stores prefer to employ 
artificial plants or flowers, and many 
of these are so lifelike and natural in 
appearance that they serve the purpose 
equally well. 

There are. also many other tradi- 
tional Easter themes, such as church 
window panels, chicks and bunnies that 
can be employed in new and interest- 
ing ways to build an effective Easter 
display. Color is important, and soft 
pastel shades are most appropriate for 
Spring, with Easter purple in a light 
tint, in conjunction with green, offering 
the most effective background combina- 
tion for use during the week preceding 
the Easter festival. 


World’s Smallest Shoe Store 
[CONTINUED FROM PAGE 37] 


upon them in their offices. His sample 
case is always packed for a quick jump 
about town. The idea took and the 
president, general manager, and sales 
manager of Lansing’s biggest indus- 
try are among his régular customers. 
Hand-made military boots are a big 
item with him and he makes frequent 
trips about the country fitting Army 
and R.0.T.C. officers. 

Mr. Brakeman is especially proud cf 
two facts: no shoes go out of his store 
unless they fit perfectly, and he has a 
sideline which probably can’t be found 
in another shoe store in all the world— 
it’s polo mallets. 





Shoe Mileage Recorded 


DENVER, CoLo.—How many miles to 
a pair of shoes? Let shoemen answer 
that, and then they can tell how many 
shoes to a pair of coed’s feet. In Den- 
ver, they have measured the miles in a 
day (and night) that a dainty coed 
travels. For two days, normal, in the 
life of a coed, three girls each wore 
a pedometer from the time she got up 
in the morning until she retired at 
night. The findings were startling. One 
pretty miss averaged 8% miles a day, 
another 7%, and the third, 9 miles. 
Out on the dance floor, at night, one 
ran the instrument up to 7% miles, the 
other who tried the experiment, record- 
ed nine miles. Good news for the manu- 
facturer and seller of dainty dance 
shoes! 
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All of our leather 


WALDORF is completely Tanned 
ASTORIA and Japanned in our 


NEW YORK own plant--.at one 
| location - -- under closest 
supervision:--with one 
| thought in mind.--- 
~uality’ 
THE BRIGHTEST Y 


SPOT OF THE SHOW 


In the New Fall Colors and Black 


LUCIUS BEEBE, & SONS, Inc. 


TANNERY, BRISTOL, PENNSYLVANIA 
129 SOUTH STREET, BOSTON 
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Feman to Address Orthopedic Group 





Instructor in Shoe Classes in New York Needle Trade High 
School Speaker at Hotel McAlpin Meeting 


New YorK—A forward step in the 
broad plan of activity formulated by 
the Orthopedic Shoe Men’s Association 
of New York State will be taken at the 
forthcoming monthly meeting, March 
31, at the Hotel McAlpin. The initial 
lecture, first of an important series of 
topics and subjects dealing with the 
problems, standards and requirements 
affecting the men in the orthopedic 
shoe industry, will be presented to the 
association members. 

The association has been most for- 
tunate in securing the cooperation and 
guidance of Louis Feman, who is asso- 
ciated with the educational system in 
New York. Mr. Feman will supervise 
the educational program and will pre- 
sent to the meeting the first of these 
talks, as well as an outline of the series 
of lectures which will follow. Included 
in the lecture series are topics such as 
detail of shoe construction, last mak- 
ing, and discussions on the relative 
values of various lasts and their ap- 
plication to different foot types. Upper 
making, pattern cutting for different 
types of shoes, and shoe adjustments 
are also to be taken up. 

The most important phase of this 
educational series will be the principles 
of corrective shoe fitting. This will be 
co-ordinated with that phase of the 
series devoted to the anatomy and 
physiology of the foot. The sequence 
of these lectures will be brought out 
so that they will offer to the orthopedic 
shoe man a broader and more complete 
working knowledge of the feet and 
their relationship to foot gear. 

To further broaden the particular 
scope of activity, Mr. Dave Weisberger, 
chairman, has had the executive com- 
mittee and the newly appointed educa- 
tional committee work with Mr. Feman 
on the outline and program to include 
as much of the practical angles and 
viewpoints as is possible. To round out 
the full educational and lecture pro- 
gram additional matters of merchandis- 
ing, management, methods of sales im- 
provement and ideas of promotion will 
be added. 

Of equal importance has been the 
progress on promotional activity and 
other angles that give substantial evi- 
dence of the steady progress on the 
part of the association towards the 
goal it has set for itself. At the last 
meeting the members selected one of 
several insignias which had been pro- 
posed. This association emblem will 
soon be displayed by members in their 
stores and will be included in all pro- 
motional work undertaken by the asso- 
ciation. Among the proposals listed for 
immediate action is that of a statewide 
membership campaign to include all 
men in and associated with the ortho- 
pedic shoe industry. 


LOUIS G. FEMAN 


A cordial invitation is extended to 
all non-members—to retail men, sales- 
men, manufacturers and all others con- 
nected with the industry to attend the 
forthcoming meeting on Thursday, 
March 31, at 8.30 p. m. at the Hotel Mc- 
Alpin, 34th Street and 6th Avenue, 
New York. See for yourself the pro- 
gressive and worthy effort of the asso- 
ciation in the interest of all men of the 
orthopedic calling. It is suggested that 
if you are interested in attending the 
meeting as a guest that you communi- 
cate with Mr. Harry Parke, at 215 
West 91st Street, N. Y. C. A post card 
or telephone call will enable you to 
obtain whatever information you may 
desire as to the coming meeting or any 
other details pertaining to the associa- 
tion and its activities. 


Ayres Features Patents 


INDIANAPOLIS, IND.—A patent pump 
to fill practically all the needs of the 
wardrobe is being featured by L. S. 
Ayres’ fourth-floor shoe shop, with the 
claim, “the patent pump is all things 
to all costumes—looks neat and tailored 
with a tailored suit—dressy with a soft- 
ened coat—festive and partyfied with 
pleats, prints and boleros.” The model 
displayed is plain patent, with short 
vamp and very high heel. 
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Sandra Bootery Incorporated 


HARTFORD, CONN.—Sandra Bootery, 
Inc., has been incorporated at 62 
Church Street, with William C. Cho- 
tiner’, president; Freda Rifkin Bompey, 
vice-president, and Samuel Bompey, 
treasurer and secretary. Mildred S. 
Chotiner is an additional director. Au- 
thorized capital is $50,000, with $3,000 
paid in. 


Dancing Shoes Call 
for Special Selling 


[CONTINUED FROM PAGE 32] 


city that we carried a complete stock 
of dancing shoes, we were surprised 
to find that many of our customers 
were women who were members of va- 
rious health classes and gymnasiums. 
We had not gone after this business, 
but it developed of its own accord and 
as a result of our complete line be- 
coming available. 

“We find, too, thet it helps sales ma- 
terially by having a display on view 
at all times. Frequently, we show pho- 
tographs of local dancers who use our 
shoes and they also aid in helping to 
stimulate more sales.” 

He finds that there are three times 


‘within the year when a large volume 


of dance shoes may be sold. The first 
is right after public schools open and 
the dancing schools begin their Fall 
and Winter terms. The largest amount 
of business comes at this time. The 
second period is at the beginning of the 
second term of the dancing schools in 
mid-Winter, and the third part of the 
dance shoe selling season comes near 
the close of the dancing school year 
when numerous dance revues are 
staged which usually call for special 
orders. 

“Most stores look on the dance shoe 
business as a necessary evil,” com- 
mented Mr. Krotts, “as well as a head- 
ache. Usually, they show no interest 
in this phase of the shoe business nor 
in the customers seeking such service. 
They do not keep up their stocks of 
such merchandise and as a result have 
allowed this business to go either di- 
rectly to the manufacturer or some 
other more enterprising shoe store. 

“We have found that by learning 
the dance shoe business and backing it 
up with a plentiful stock with which 
to meet each and every demand, we 
have developed a satisfactory volume 
of business. We have also found that 
by concentrating on one line of dance 
shoe has been a direct aid in keeping 
our stock in good shape.” 

Mr. Krotts is planning to stage a 
dance revue of his own in the store’s 
large auditorium at the close of’ the 
current dancing school season. Within 
a short time, the children’s shoe de- 
partment of the Rike-Kumler Company 
will have its space doubled when it 
moves to its new location resulting 
from the new building program being 
carried on by the firm. 
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The Editor’s Outlook 
[CONTINUED FROM PAGE 28] 


vive over the years obviously give honest value and 
services—otherwise exit. 

We hate to see this consumer movement, so-called, 
being manipulated as a scheme of promotion. We have 
faith in the retail structure of this country being honest 
with the public because this is 1938—with 30,000,000 
people with a high school education or better and some 
sense of proportion. We can thank the public for its 
continuing interest in buying goods for its need and use. 

We are now at the end of the period of inventory 
glut and if you want our real deep opinion, we are at 
the beginning of the end of the inventory-depression, 
for we do not consider this a major depression, but 
only a corrective phase of an inventory purge that will 
prove to be self-curative. The drop of the past few 
months has been tremendous. As an industrial depres- 
sion it has not been general, for there has not been the 
sharpness of depression in farming, etc. This depres- 
sion affects industry and investment most. There is no 
telling what repercussions may come from an inven- 
tory-depression but curative measures are being applied 
—with government spending for armament, pump- 
priming, farm subsidies. If it is money that is needed 
to cure, it will be spent. Expect from now on—periods 
of inventory-boom and sharp declines—after saturation. 

Fundamentally, we must remember that there are 
limits to the consumer’s immense accumulation of com- 
modities. We just can’t go on year after year making 
425,000,000 pairs of shoes without having our inven- 
tories catch up with us. Let’s not destroy consumer 
confidence by any implication that prices are being 
pegged artificially in consumer goods, for it is not true. 
With the millions of stores serving the public, it is 
obvious that competition will keep the price as low as 
is economically possible. 


Would Stamp Soles of Imported Shoes 


Wasnincton—Representative Wigglesworth, Repub- 
lican, of Massachusetts, has filed a petition with the 
House of Representatives in which the General Court 
of Massachusetts urges Congress to pass legislation re- 
quiring that all imported shoes be stamped on the soles 
with the name of the country of manufacture. 

No announcement was made as to whether the Con- 
gressman or other representatives from Massachusetts 
expect to draft such legislation. Under Section 304 of 
the U. S. Tariff Act. imported products are required to 
be marked legibly, permanently and conspicuously in 
English, but Treasury officials say that no special re- 
quirements have been drawn to cover shoes. 

Imported shoes, according to these officials, are 
marked with the country of origin on the soles or on 
the inside near the size mark. 

The Massachusetts resolution proposed making the 
regulation more stringent only to the extent of requir- 
ing that all imported shoes be marked on the soles. 











NOTICE 


The U. 8S. PATENT OFFICE 
has granted Design Patent 
No. 107807 to SEYMOUR 
TROY. This patent covers 


broadly footwear having the 
contour of the shoe shown 
above. 


Any and all imitations of 


this revolutionary concept 
will be prosecuted fully by 
SEYMOUR TROY under 


the Patent Laws. 


S eymour Tro Yp Ine. 


200 VARICK ST. NEW YORK CITY 














KRIPPENDORF FOOT REST Shoes have Scuffless Heels 


Tell your customers the heels 
won’t check, crack or scuff— 
and watch them fall for this 
sensible selling point. It’s nat- 
ural that women prefer Scuffless 
heels—because they keep their 
shoes looking smart longer. 
You'll profit by specifying Du 
Pont Scuffless PYRAHEEL on 
your next order. Write for sam- 
ples and complete information. 
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Open Shoes Lead in Miami 


MIAMI BEACH, FLA.—As the resort 
season draws to a close here, Lincoln 
Road shops are united on one point— 
that open toes have led every other 
type in volume. The openings for the 
most part are growing smaller but they 
are still definitely in evidence. White 
has been outstanding as it always is 
in the resort picture but there has been 
a close runner up in white with color. 
The more unusual shades have had 
splendid acceptance. Blue leads but 
there has been activity in the reddish 
tones which are offered under a variety 
of names. 

Navy has not been important any- 
where but the lighter and brighter 
blues have been. A lot of Kelly green 
has been shown. Multi-colors have ap- 
peared in many forms but not as they 
were a year ago. We find them in lad- 
ders and in colorful embroidery as well 
as stripes. 

Delman reports the Spring picture 
will include plenty of blue with some 
black and brown gabardine. Accord- 
ing to Mr. Blatt, manager, pumps and 
oxfords will be important this Spring 
with plenty of sandals in the picture. 
He also reports a tremendous volume 
in colors this past season. All white 
shoes have led in importance, running 
about fifty per cent; white with color 
twenty per cent and the balance in 
straight colors or fancy types. 

Joe Burns at Milgrim’s, predicts lug- 





gage tan and blue as _ outstanding 
Spring colors. 

Mrs. M. Bartls, manager of the I. 
Miller shop, says the natural or off- 
white tones have been good. Parisand 
is leading in calf and pari-rouge in 
suede. In leathers calf is the best re- 
ceived; for dressy sandals, kidskin. It 
will be a definitely blue season this 
Spring with some black in the picture. 

Irving Rothman of Rothman’s, is 
predicting a strong open toe season for 
the north. Prints have been very good 
with him, with the dubonnet shades ex- 
ceptionally good. Gabardine is slowly 
coming into the picture and more of 
it will be seen as Spring advances. An 
open toe closed quarter oxford has been 
exceptionally good. His sale of all white 
through the season so far has approx- 
imated sixty per cent. 

Saks has done a big business in 
novelty shoes and have had an unusual 
variety of outstanding numbers. A lot 
of color was seen in these shoes, yet 
volume has run fifty per cent or more 
to all white. 

Burdine’s report as outstanding this 
year, the new open-toe Arch Preserver. 





Predict Popularity of Grey 
for Men 


ATLANTA, GA. — Greater popularity 
for men’s grey shoes is predicted by 
Atlanta dealers this Spring. Grey 
shoes, they say, will be popular, both 
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plain, and trimmed with fabric or 
mesh. For Summer wear, a combina- 
tion of grey and white will be used 
extensively to supplement tan and 
white and black and white in the well- 
dressed man’s wardrobe. In addition to 
grey, blue shoes and even strawberry 
pink shoes will be worn by the more 
advanced style leaders in the com- 
munity, to go with the bright-colored 
sox, slacks and blazers that will be 
popular this season. 


Pollock’s Open New Store 


RICHMOND, Va.—Senator Robert R. 
Reynolds, of North Carolina, spoke at 
the formal opening recently of the new 
Pollock’s Shoe Store, 313 East Broad 
Street. Senator Reynolds is a friend 
of the Pollock family, of Asheville, 
N. C., headed by Lou Pollock, president 
of the company which operates the 
chain. Visiting notables from Asheville 
included City Manager Pat Burdette, 
District Attorney Marcus Erwin, U. S. 
Marshal Charles Price, Col. Cadison, 
of the department of justice, and P. C. 
Cocke. 

Lou Pollock, president of the com- 
pany, which has stores in North and 
South Carolina, Tennessee and three 
Virginia cities, was here for the formal 
opening and shoe stock preview, with 
B. A. Pollock, general manager; R. R. 
Stansell, assistant general manager; 
Alex August, buyer from the Boston 
offices; Miss R. Huvard, hosiery and 
bag buyer, and Lew Gensior, who has 
moved here from New York as man- 
ager of the store. Save for the man- 
ager, all 12 employees will be from 
Richmond, Mr. Pollock announced. 

Rented on a ten-year lease, the build- 
ing has been completely remodeled dur- 
ing the past six weeks, when the store, 
which opened temporarily last Fall, 
was closed. The facade has been redone 
in marble, glass brick and bronze trim 
on modernistic lines, the interior being 
decorated with shades of rose, with 
dark green furniture and light pine 
woodwork. 


To Exhibit at Leather Show 


Peapopy, Mass.—The Korn Leather 
Company of this city, will feature their 
complete line of chrome splits in suedes, 
skuffies, slipper splits, dope splits, work 
splits, gussett splits and lining splits, 
as well as their line of chrome side 
leather in smooth and elk finishes, at 
the leather show to be held at the 
Waldorf-Astoria, New York, next Mon- 
day and Tuesday, March 28 and 29. 

Their outstanding colors on suedes 
will be black, brown, blue, gray and 
carmel shades. All their leather will 
be in suitable weights for women’s, 
children’s sports and men’s and boys’ 
shoes. Ben R. Simons, sales manager, 
will be in attendance at their booth. 
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SHINING PERFECTION 
in Three Weights and Four 


Important, High-Fashion Colors 


OUR advice to every patent leather minded manufac- 
turer is, “hitch your wagon to a winner!" Sterling Patent 
Colt has always been associated with the finest of mer- 
chandise. For lightness, suppleness and sheer beauty, it 
has never been excelled. Its clear, delicately lustred grain 
is the mark of really fine patent leather. Now you may 
specify four colors: Marine Blue, Chateau Wine, India 


Brown and Black; in three weights, Large Colt, Colt and 
Baby Colt. 
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wm FASHION’S 
BAROMETER 
Our Brockton designers present 
two new lasts ... top favorites 
for Fall 1938. 


Give these advance showings 


prompt consideration and defi- 
nite places in your new line of 


Fall shoes. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Shoe Vleuss 


THIS WEEK IN THE SHOE TRADE 


SATURDAY, MARCH 26, 1938 


NATIONAL NEWS 





Sees Wage Scale Threat in British Pact 





Head of Boot and Shoe Workers’ Union Protests Tariff Con- 
cessions on Shoes in the $5.00 Grades and Under — 
Tanners Council Officers Testify on Leather Rates 


WASHINGTON, D. C.—Tariff conces- 
sions on men’s welt shoes in the con- 
templated trade agreement with the 
United Kingdom was opposed last week 
by John J. Mara, of Boston, president 
of the AF of L’s Boot and Shoe Work- 
ers Union, who charged that a reduc- 
tion in duties would deprive American 
shoe workers of “much needed employ- 
ment and will seriously endanger our 
present inadequate wage scale.” 

In a letter directed to the State De- 
partment’s Committee on Reciprocity 
Information and read into the record 
at a public hearing by a spokesman 
from the AF of L’s Washington head- 
quarters, Mara charged that officials 
administering the reciprocal trade pro- 
gram had shown repeatedly an unwill- 
ingness to consider the facts in com- 
plaints brought before them “when 
such facts conflict with what appear 
to be their pet theories.” He said it 
had been his observation that the 
Tariff Commission had been “super- 
seded” by the State Department’s Com- 
mittee on Reciprocity Information. 

In sharp contrast to the public hear- 
ings held on the Czechoslovakian agree- 
ment, the sessions last week aroused 
little interest and all five hearings held 
simultaneously marked up poor attend- 
ance records. There were scores of 
withdrawals although the committee 
had listed more than 400 witnesses who 
they said had asked to appear. 

Mara said in his letter that present 
imports of welt shoes from England 
are sold to consumers to whom price is 
not the controlling factor and that any 
decrease in present duties should be 
restricted to shoes invoiced at not less 
than $5 a pair. 

“The American shoe industry is so 
highly competitive that an added ad- 
vantage given to foreign shoe pro- 
ducers through a further tariff reduc- 
tion will only provide the Bata Shoe 
Co. with opportunities of depriving 

[TURN TO PAGE 48, PLEASE] 





DATES TO REMEMBER 


Official Leather Opening, Tanners’ 
Council of America, and N.S.R.A. 
Style Conference for Fall, Waldorf- 
Astoria Hotel, New York 

March 28, 29, 1938 

Monthly Shoe Buyers Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, III. 

March 28, 29, 1938 

Fall Showing Shoe Fashion Guild of 
America, Hotel Biltmore, New York 

May 2, 3, 4, 1938 

Boot and Shoe Travelers Association 
of New York, Beefsteak Dinner, 
Hotel Roosevelt, New York City, 
PME Fo da ticueccveceuas cue May 3, 1938 

Illinois Shoe Travelers and Retailers, 
Annual Convention, Pere Marquette 
Hotel, Peoria, Ill....May 15, 16, 17, 1938 

Pacific Northwest Shoe Retailers Asso- 
ciation Convention, Multnomah 
Hotel, Portland, Ore. 

May 30, 31, June 1, 1938 

Southwestern Shoe Travelers Associa- 
tion, Style Show and Market Season, 
Adolphus Hotel, Dallas, Texas. 

May 29, 30, 31, June 1, 1938 

Midwest Shoe Fair, Netherland Plaza 
Hotel, Cincinnati, Ohio 

June 5, 6, 7, 1938 

Boston Shoe Show, New England Shoe 
and Leather Association, Hotel Stat- 
ler, Boston, Mass. June 6, 7, 8, 1938 

Annual Convention, California Shoe 
Retailers Association, Hotel Oak- 
land, Oakland, Calif...June 6, 7, 8, 1938 

Iowa Shoe Fair, Iowa National Shoe 
Travelers Association, Hotel Fort 
Des Moines, Des Moines, Iowa 

June 12, 13, 14, 15, 1938 

Wisconsin Shoe Retailers Association 

25th Annual Convention, Plankin- 


ton Hotel, Milwaukee, Wis. 
June 12, 13, 14, 1938 


Pennsylvania Shoe Travelers Associa- 
tion, Style Show and Convention, 
William Penn Hotel, Pittsburgh, Pa. 

July 10, 11, 12, 1938 





Seattle Retailers 
Elect Officers 


SEATTLE, WASH.—The Seattle Shoe 
Retailers Association held a meeting 
recently at which the officers for the 
group were elected. A. G. Kopriva, shoe 
buyer at Frederick & Nelson, was 
elected president; Frank Slaser, of the 
Cantilever Shoe Shop, was elected vice- 
president, and R. D. King, of the Bon 
Marché, secretary-treasurer. 

An intensive campaign is now in 
progress for new members for the asso- 
ciation. The goal is to have every man 
selling shoes in Seattle a member, in 
order to make the Seattle Shoe Retail- 
ers Association the largest and best 
of its kind on the Pacific Coast. Plans 
are now being made for the association 
to attend in a body the coming Pacific 
Northwest Shoe Retailers Association 
convention, to be held in Portland, Ore., 
May 30, 31 and June 1. 


Imported Goods to 


Be Stamped 


Boston, Mass.—A bill passed by the 
Massachusetts Senate makes it obliga- 
tory, in the case of imported merchan- 
dise, to stamp merchandise and carton 
with the name of the country of origin. 
Furthermore, the country of origin 
must be clearly stated in any.retail ad- 
vertising of such merchandise. The 
bill is now before the House of Rep- 
resentatives. It is understood that 
similar bills have been, or will be, in- 
troduced in the legislatures of several 
other states. 


Paul E. Johnson Named 
Manager 


SANTA MONICA, CALIF.— Paul E. 
Johnson is now the manager of the 
shoe department in the Campbell Store 
For Men in this city. Before coming 
to California to make his permanent 
home, Mr. Johnson managed retzil shoe 
stores in Dayton, Ohio. The Campbell 
Store has a very active men’s and boys’ 
shoe department with complete stocks 
of nationally known lines. Plans are 
being made to increase the scope of 
the shoe department. 









BOOT AND SHOE RECORDER, March 26, 1938 





I',” CLOG 
No. 943 


A. J. Serubbi, Marbridge Bidg., N.Y.C. 


2A CORKING GOOD STORY: 


Two headliners that have blazed a trail 
from Palm Springs to Palm Beach. | 
4 BEACHCRAFT SANDAL CO. 


1410 Broadway, New York City 


H. C. Marxmiller, Hotel Lankershim, Los Angeles, Cal. 


Net C. Roth, 44 N.E. First Ave., Miami, Fla. Bob Cushing, Eastern Representative 


Factory: 10-12 Jones St., New York City 









Sees Wage Scale Threat 
In British Pact 


[CONTINUED FROM PAGE 47] 


American shoe workers of their job op- 
portunities,” he said. 

In addition to “jeopardizing” the 
jobs of American workers, he said 
tariff concessions will reduce govern- 
mental revenues while the consumer 
will secure “none of the so-called bene- 
fits in the way of lower prices.” 

Pointing out that Czechoslovakia is 
the second largest source of imports of 
welt shoes, and that country is now 
scheduled to receive a reduction in the 
present tariff rate of 10 per cent based 
on foreign values, Mara said Czecho- 
slovakia welt shoes for men and boys 
were invoiced at a value of $1.36 a 
pair in 1936 and brought a tariff duty 
of only 13 cents. He complained that 
Czechoslovakian shoes have entered the 
New York market in competition with 
the comparable U. S. product at 49 per 
cent less than the cost or value of 
American-made shoes. 





Tanners Council Spokesmen 


At British Trade Hearings 
WAsHINGTON, D. C.—V. G. Lumbard, 


chairman of the Washington commit- 
tee, and Mr. Merrill A. Watson, ex- 
ecutive vice-president of the Tanners’ 
Council of America, testified Wednes- 
day, March 16, at the oral hearings in 
connection with the British reciprocal 
trade agreement. The Council’s rep- 
resentatives presented evidence to sup- 
plement briefs previously submitted 
and made a vigorous plea for the main- 
tenance of present duties on leathers 
entering the United States as well as 
for certain necessary and equitable 
reductions in British tariffs. 
According to the Council’s spokes- 
men, the present rates of duty on im- 
ported leather are already relatively 
low and their maintenance is essential 
in view of the higher costs of the do- 
mestic industry and its consequently ad- 
verse competitive position. No reason- 
able economic purpose would be served 
by United States tariff reductions on 
leather inasmuch as present rates offer 
no obstacles to substantial imports. 





Any reductions’ would merely add to 
the present difficulties of the tanning 
industry. Mr. Watson then pointed out 
that the sharp decline of United States 
exports of leather to Britain were in 
sharp contrast with the heavily in- 
creased imports from that country. In 
1937 more than 2% times as much 
leather was imported from the United 
Kingdom as the United States exported 
to that country. In his opinion, this 
adverse trend of trade in leather was 
a clear indication that the present 
tariff structures of both countries 
decidedly favor the United Kingdom. 

Among the most important facts 
cited by the Council were the dis- 
criminatory effects of preferential 
Empire rates, the potential danger of 
tariff changes in view of most-favored- 
nation clauses and the wide difference 
in comparative labor costs of the 
British and American tanning indus- 
tries. 

It was stressed that, so far as the 
leather industry is concerned, one of 
the most vital problems in the proposed 
trade treaty is the drastic effect upon 





Handy Cleaner for 
White Shoes 






Doris Weston, featured star of Repub- 

lic’s “Born to Be Wild,” takes time out 

to touch up her white buck shoes with 

a handy little buffer especially designed 
for that purpose. 





United States exports of leather of 
preferential or free tariff systems 
among the nations of the British 
Empire. In several cases the prefer- 
ential rates for Empire products con- 
stituted three-cornered situations in 
which United States producers and ex- 
porters of leather are literally whip- 
sawed. For example, Canada and the 
United Kingdom were at one time im- 
portant markets for United States kid 
and patent leather, respectively. In 
recent years, however, American ex- 
ports to these countries have suffered 
severely as a result of first, prefer- 
ential rates for Canadian patent leather 
in the United Kingdom. The Canadian 
leather is admitted free while a duty of 
15 per cent is applied to United States 
leather. Similarly, there is a prefer- 
ential rate for British kid leather en- 
tering Canada. 4 The tariff on the 
British product is 7% per cent while 
imports from the United States are 
dutiable at a total of 30% per cent. 
_The position was taken by the Coun- 
cil in its briefs as well as at the oral 
hearings that trade negotiations with 
the United Kingdom cannot be con- 
sidered apart from the effects of pre- 
ferential Empire rates. These should 
place the whole burden of any tariff 
reduction upon the United Kingdom. It 
was developed, in connection with the 
discriminatory effect of Empire prefer- 
ence, that the United States is the 
largest customer for leather making 
raw materials, that is hides and skin, 
of the British Empire. 

Another problem bearing directly on 
the proposed treaty is the very sub- 
stantial difference in the wage rates of 
the domestic tanning industry and the 
British industry. Since labor consti- 
tutes the second most important factor 
in the cost of leather production, the 
domestic tanner is seriously affected 
with respect to foreign competition by 
much higher labor costs than in Britain 
or in any other country. Figures were 
presented which indicated that workers 
in the British leather industry earned 
from 40 to 50 per cent less than in 
American tanneries. An even wider 
differential exists between labor rates 
in this country and the nations of Con- 
tinental Europe. Since any concessions 

[TURN TO PAGE 50, PLEASE] 
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Census Bureau to Send Out 


Retail Questionnaire 


WasHIncToN—The Bureau of the Census expects to 
begin mailing early next month over a million ques- 
tionnaires to retail stores doing an annual business 
volume of more than $5,000 in an effort to compile for 
the first time sales and payroll figures for identical 
establishments covering five consecutive quarters—all 
of 1937 and the first quarter of 1938. 

Retail shoe stores and other retailers will be asked to 
submit data under the following tentative headings: 
(1) Net sales and other operating receipts; (2) Anal- 
ysis of sales; (3) Total payroll; (4) Proprietors and 
firm members cash withdrawals; and (5) Stocks on 
hand. 

In the retail field, figures covering cash sales, open 
account sales and instalment sales will be sought and 
in the wholesale trade “pertinent information” on the 
terms of sales will also be asked for, the Bureau said. 

A distinction will be made between spot cash and 
credit sales and, in the case of credit, a differentiation 
will be made between an extension of 10 days or less, 
and for a term of more than 10 days. 

The schedule forms are the result of conferences held 
in Philadelphia in February between Census officials 
and representatives of both retail and wholesale trade 
groups and others. They*are said to have the approval 
of representative merchants interested in improved 
business conditions and trade promotion work. The 
groups consulted suggested that the questionnaire 
should be as short as possible consistent with supply- 
ing valuable and significant facts. 

Authorization of the census is largely the result of 
an apparently increasing need for current information 
and data showing trends in the retail and wholesale 
trades. Officials hope to match schedule for schedule 
the 1935 census although they point out that the cur- 
rent attempt will not give the complete picture which 
they expect to obtain in the 1939 business census. They 
describe the present effort as a “sample census” since 
a return of 400,000 questionnaires out of the 1,000,000 
fo be mailed will be a good average. 

They stress the need for cooperation on the part of 
all retailers and wholesalers, however, and have asked 
that the information be supplied promptly “as the value 
of the results will be enhanced by their timely release.” 

The Bureau promised that the basic facts for each 
of the periods covered will be supplied within a few 
days after the last returns have been received. 

“This survey of retail and wholesale trade will be 
conducted entirely under the supervision and direction 
of the regular personnel of the Bureau of the Census,” 
their statement said. “A branch of the Bureau has 
been established at 2401 Chestnut Street, Philadelphia. 
Fred A. Gosnell, Chief Statistician, who was in charge 
of the 1933 and 1935 censuses of business, is also in 
charge of this project. He is being assisted by the 
regular technical organization of the Business Census.” 

















You make 


y our money 


at the 
fitting 


stool 


Style and price are important at the 
fitting stool. But, the most important, 
the basic reasons for shoe buying are 


long servicability and comfort. 


Specify Rock Oak soles in your next 
order to your manufacturer, then 
your fittters can talk long, comfort- 
able wear, the most powerful, most 


convincing sales point in shoe selling. 


This means more sales, quicker turn- 
over, more profit... and fewer 
“returns’’. Insist on Rock Oak soles. 


They wear longer... sell shoes faster. 


The American Oak Leather Company | 


Cincinnati Chicago 


St. Louis Boston 
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“HIGHEST GRADE ONLY” 
EAST WEYMOUTH, MASS., U.S.A. 
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DURAKALF 
in standard weights 
and colors is 


ALWAYS available 
“RESPRO INC. 


nston, Rhode Island, U.S.A 








Brown Catalog Record 
Printing Job 


St. Louis — The new Spring and 
Summer catalog of the Brown Shoe 
Company of St. Louis is said to have 
involved the largest offset printing job, 
in respect to number of press plates 
and negatives, ever turned out in that 
city. This eighty-eight page book with 
three colors illustrates the complete 
line of the company’s Air-Step, Brown- 
bilt, Buster Brown and other shoes. 

All the printing work, including the 
presswork and preparation of nega- 
tives and press plates, was done by the 
Mendle Printing Company of St. Louis, 
officers of which said this was the first 
time an offset job of this magnitude 
had been handled completely under one 
roof in St. Louis. The book was run 
off in sixteen-page forms on a fifty- 
four-inch press, using albumen plates 
and an offset enamel stock. The fin- 
ished job represents fine quality work 
and gives proof that offset is adaptable 
to quality production in catalogs of 
to quality production in catalogues of 
this kind. 


BOOT AND 


J. R. Garside Resigns 

New York —J. Rushforth Garside 
has severed his connections with Gar- 
side & Zuckerman, Inc., makers of 
distinctive custom footwear in New 
York. He has sold his interest in the 
concern to his brother Herbert, who 
is vice-president. 





J. R. GARSIDE 


Since Mr. Garside graduated from 
Exeter Academy in 1917, he has been 
active in the manufacturing end of 
the shoe business. His training has 
been practical as well as executive. 
Rushforth was taught the shoe business 
by John Garside. He was taught to 
model a last, make a pattern and finish 
a shoe by hand—and was made perfect 
in the art. He has had a working ex- 
perience in and supervision of every 
room in a shoe factory from the cutting 
to the finishing. He also bought sole 
and upper leather, managed the pro- 
duction, labor relations and all the in- 
side work of A. Garside & Sons since 
1927. 

It is interesting to note that a young 
man of 38 has, within his experience, 
played a part from the period of hand- 
sewed welts and turns up to the present 
with its new processes for high styling 
and speedier production. 





To Open Two Stores 


CINCINNATI, O.—The Dan Cohen Co. 
will open two new units, one at 608 
Main Street, Little Rock, and the other 
at 303 Third Avenue, North, Nashville, 
Tenn. Both stores are family type 
stores. Mr. Herman Yeager, who has 
managed Dan Cohen Co. stores in Nor- 
wood and Zanesville, O., will manage 
the Little Rock store, while I. Paritz, 
who has been with the company for the 
past 25 years, will manage the Nash- 
ville unit, going from one of the local 
units. These new units are modern in 
appointments with chromium chairs 
covered in blue leather. 
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THE 


FOUNDATION 
LINE 


These scientifically construct- 
ed hard soled shoes for the 
young walkers are built over 
three different lasts, fitting 
equally well the narrow, av- 
erage or chubby foot. They 
come in sizes 2 to 8, and 
bear the name mothers know 
so well — "Mrs. Day's 
Ideal."' They are the 
“foundation line’ of 
leading children's shoe 
departments through- 
out the country. 


MRS. DAY'S 


IDEAL BABY 
SHOE CO. 


Danvers, Mass. 
FLEXIBLE 422 


STOCK No. 561 


















Tanners Council Spokesmen 
at British Trade Hearing 


[CONTINUED FROM PAGE 48] 


made to the United Kingdom would 
automatically extend to various other 
countries as well, lower wage costs 
abroad would prove a material factor 
in limiting both employment and wages 
for leather workers in the United 
States. 

The Council held that far from even 
considering any reduction of United 
States duty on leather, the most urgent 
problem in the pending negotiations is 
to secure lower British rates for our 
exports. There can be no question of 
trading or bargaining on leather when 
the advantage in volume of trade and 
in tariff rates is one-sided to begin 
with. The Council believes that reci- 
procity can only be served in the pres- 
ent instance by leaving United States 
duties at their present level and insist- 
ing upon more equitable treatment 
from the United Kingdom. 


New Store Opened 


SPRINGFIELD, ILL.—The Strum Boot 
Shop, located at 210 South Fifth Street, 
was recently opened. Formerly the 
Vogue boot shop, this new store has 
been rebuilt in the modern style. A 
complete stock of shoes for the entire 
family is carried. Nathan Strum is 
owner and manager of the store. 
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Eastern Tanner Caught 
in California Flood 


Boston, Mass. — Kivie Kaplan, of 
the Colonial Tanning Company, while 
on a recent trip to the Pacific Coast 
was caught by the flood in Los Angeles 
and marooned in that city for several 
days until train service was once more 
resumed. 

Telling of his experiences, Mr. Kap- 
lan said, “We had planned to leave 
Los Angeles but were informed by the 
railroad that train service was indefi- 
nitely postponed. On top of that the 
hotel where we stopped was beginning 
to be flooded so that elevator service 
was out of commission. 

“Lights in the city were out and it 
was necessary to eat by candlelight. 
One night after the rain had held up 
somewhat, we ventured out but after 
seeing conditions in the streets, cars 
buried in mud brought down in the 
streets from landslides, we hurried 
back to the hotel. 

“A few days later the railroad told 
us that if we wished to go to Indio, 
they would send us by bus and we could 
get the train from there. This town is 
about 150 miles from Los Angeles and 
the trip generally takes no more than 
three and a half hours. Because of 
detours and general conditions, the trip 
took eight hours and we experienced 
difficulties that are hard to describe. 
Villages were washed away, bridges 
were down and roads washed out. 

“We finally arrived at Indio, a town 
that normally has about 500 in- 
habitants but then was crowded with 
more than 2500 people. We finally en- 
trained for El Paso, thankful to be able 
to get away.” 


1938 


Plans Made for 


Wisconsin Show 


MILWAUKEs, Wis.—F red E. Schmidt, 
secretary-treasurer of the Wisconsin 
Shoe Travelers Association, Inc., which 
is in charge of sample room exhibits 
during the Wisconsin Shoe Retailers 
association convention to be held June 
12, 18 and 14 at the Plankinton hotel, 
here, has announced that assignments 
of rooms will be made in rotation com- 
mencing May 15 by the committee only. 
Exhibitors are required to be members 
of the travelers association. The fee 
is $10, which includes three luncheon 
tickets, one banquet ticket, one sample 
room door sign with firm name and 
that of the representative. It also in- 
cludes entertainment and publicity. Mr. 
Schmidt stated that the Hotel Plankin- 
ton will charge regular sample room 
rates—$4.00 to $6.00—three days’ res- 
ervation only accepted. Exhibitors 
are urged to mail their reservations 
early to him at 8709 Jackson Park 
Blvd., Wauwatosa, Wis. 


To Make Official 
Boy Scout Shoes 


Mount Joy, Pa.—Gerberich - Payne 
Shoe Co. has been awarded a license to 
make official Boy Scout shoes according 
to designs and specifications of the Boy 
Scouts of America. While primarily 
for the Boy Scout groups, these shoes 
may also be purchased and worn by the 
public at large. This license was grant- 
ed to the Gerberich - Payne company 
after thorough investigation of the 
reputation of the firm and its product. 





Spalding Bootery in Modern Setting 


i G 


SLOLOR Em af 


Champaign, Ill.—The Spalding Bootery, here, was recently purchased by 
Prillaman Brothers and completely remodeled. The store, which has been in the 
same location for the past forty-five years, has the reputation of being one of 


the best shoe stores in central Illinois. 


Several advertised brands of shoes are 


carried. 

















A. SANDLER 





IMPROVED 


“SPORTSTER” 


} SCOUT SHOES 


by SANDLER of 


Boston 


--IN-STOCK 


Not “ovr ici” shoes for 
any ONE group, but exceed the 
most exacting requirements of 
EVERY girls’ service organiza- 


tion. 


Twelve years of mounting sales 


and dealer loyalty PROVE that 
SPORTSTER SCOUT SHOES 


have an established acceptance 
in the ENTIRE girls’ organiza- 


tion market. 


No. 105—Bro. Elk, Seamless Calf- 
skin Qtr. Lined, Special Tannage 
Leather Soles, Sole Lea. Counters, 
Solid Lea. Heel Bases, ‘‘Wingfoot”’ 
Rubber Heels. No. 160—As above, 
only Gristle Rubber Sole. No. 115 
—Light Smoked Elk, as above, 
only Gristle Rubber Sole, Wedge 
Heel. No. 180—White Elk, as 
above, with White Duflex Nap Sole, 
Wedge Heel. 


$2.50 


No. 305—Bro. Elk, Seamless Calf- 
skin Qtr. Lining, Special Tannageé 
Leather Soles, Sole Leather Coun- 
ters, Solid Leather Heel Bases, 
‘‘Wingfoot’”’ Rubber Heels. 


$3.00 


No. 225—Brown Calf (light back), 
Full Length Vamps, Special Un- 
lined Upper Construction, Leather 
. Soles, Sole Leather Counters, Solid 
Leather Heel Bases, ‘‘Wingfoot”’ 
Rubber Heels. 
e 


All Styles Carry the New 
HEALTH-TRED INNERSOLE 
N. Y. Office: 402-404 Marbridge Bldg. 


co. 


< STREET, BOSTON, MASS 
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Ballet Slippers 
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BALLET SLIPPERS 
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Store Fixtures 
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Luxurious Seating 
COMFORTABLE e COLORFUL 





lees you can afford to pay 
Write for catalog. 


INTERNATIONAL 


Te match your store color scheme. 
@ pr @ 


SEAT CORPORATION 


1311S. Wabash Ave., Chicago 
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Dancing Shoes and Taps 





oP Se Te 





FLEXIBLE TAP DANCING SHOES 


Lightening 
Step 
by 
NEW 
osco 
PROCESS 






IN-STOCK 
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Mines 8.0.1 Hy S Giicae? ae its 
jas) 1.35 140 


OWENS ‘SHOE Go. Zizmnz. 








Father and Son Team 
on Coast 


Los ANGELES, CALIF.—A most suc- 
cessful father and son team of shoe 
travelers in California is that of J. H. 
Newell and his son, H. Pearse Newell, 
both with sample rooms in the Broad- 
way Arcade building in Los Angeles. 





J. H. NEWELL 


J. H. Newell has represented the 
Connolly Shoe Co. in California since 


the reorganization of that company in | 


1931, when it was decided to manufac- 
ture kidskin and kangaroo shoes ex- 
clusively. 





H. PEARSE NEWELL 


H. Pearse Newell is the California 
representative for H. J. Justin & Sons, 
Inc., having been with them for the 
last two and a half years. He has re- 
cently taken on the well-known line of 
men’s and boys’ shoes made by G. P. 
Craft Co. Previous to coming to 
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FOR MEN'S & WOMEN'S 
SPORT SHOES 


because they're economical 


Ruffit has proved to be the most 
satisfactory, most popular, nap- 
sueded aniline-dyed leather for 
sport, spectator and all out-of- 
doors wear. Most buyers specify 
Ruffit. 





SLATTERY BROS. 


TANNING COMPANY 


TANNERIES 
SALEM, MASS. 


210 SOUTH ST. 
BOSTON, MASS. 





California, young Newell merchandised 
the Florsheim shoe department in the 
Simon & Londaner Co. store in Daven- 
port. Before that he had the Bostonian 
shoe department in the the Syndicate 
Clothing Co. also in Davenport. Both 
father and son were interested in chain 
retail stores in the middle west. 





E-J Awarded Boot Contract 


Boston, Mass. — To the Endicott 
Johnson Corporation has been awarded 
the contract to make approximately 
14,600 pairs of laced leather boots for 
use by the regular army. The award 
was announced recently at the Boston 
Quartermaster Depot. The price per 
pair is $3.765. 

At the same time, a contract to make 
1600 pairs of hip rubber boots, also for 
the regular army, was given to the 
Tyer Rubber Company of Andover, 
Mass., at a price of $3.29 per pair. 


Plans New Factory 


AMESBURY, Mass.—Solly Genstil of 
Haverhill, a former local shoe manu- 
facturer, announces he will open a 
factory in the old Holland and Morrill 
building here. Genstil conducted the 
Selvin Shoe Co., which liquidated a 
few months ago, in the same location. 
He plans to employ about 150 men and 
women to make about 30 cases of shoes 
daily. 
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Philadelphia Reports Spotty Business 





Some Stores Report Business Below Last Year’s Records; 
Others Find Improvement—Many Styles in Demand 


PHILADELPHIA—Philadelphia shoe 
stores and shoe departments present a 
bewildering array of footwear—never 
has the range in color, type and fabric 
been so -wide—and an equally bewilder- 
ing array of facts, figures and opinions 
on business conditions. Some report 
business off from 10 to 15 per cent as 
compared with the same period last 
year, but better than last month; others 
report March so far has been worse 
than February; still others find busi- 
ness excellent and improving all the 
time. 

The response to color has been equally 
varied. In some stores colored shoes 
are already outselling staples, in others 
few colors have started to move in any 
volume and colored shoes are still very 
much of a side-line. Almost everyone, 
however, is agreed on the popularity of 
patent leather, of perforation trim, and 
of the swinging back of the pendulum 
toward a wider use of leathers. 

I. Miller have found an excellent 
customer response to the multiplicity of 
color use in costumes. Shoes are sold 
to match accessories, to introduce a 
third color into the ensemble, or to in- 
troduce the direct opposite of the cos- 
tume colors which is considered good 
taste this year. Since they sell acces- 
sories also, they can gauge fairly ac- 
curately what women have in mind 
when they buy, and it is far different 
from last year’s “perfectly matched” 
effects. A customer this year will buy 
to her costume a black patent leather 
shoe and green gloves, or Parisand 
shoes and beige gloves. 

Sales figures on low heeled types of 
shoes have been creeping up steadily 
lately on the high-heel lead established 
earlier, and have just recently passed 
them. Not only for sport, but in the 
dressier shoes as well, low heels are 
now outselling high ones. 

At Geuting’s business has been hold- 
ing up well but is still mainly in sta- 
ples. Black is leading but blue is ex- 
pected to swing to the fore as Easter 
advances. Copper tan has been the 
outstanding color among the high fash- 
ion shades, with some Italian tan but 
only in sport types, and a little rose- 
berry. Color is expected to play a 
larger part later in the season, par- 
ticularly in the Tyrolean colors of kid 
or shoes trimmed with the high color 
kid. Punched and perforated leathers 
have crowded gabardines out of their 
former high place in popularity for 
spring wear, and fabric shoes have 
slipped a little this year except when 
they are trimmed with calf or patent. 

Steigerwalt’s have been successful 
with patent leather in black and per- 
forated suedes. Promotions of the 
“Barefoot Pump” have met with good 
response. This shoe is a one-eyelet 
pump made without toe box and perfor- 


ations in the vamp have been carried 
out also in the tied buckskin bow. They 
show it in black and blue. Two colors 
featured in a diced oxford of patent 
leather are Adriatic Blue and Sherry 
Tan. They are selling some fabrics, 
but leathers have the main spotlight 
this season. This store does a good job 
of tying in hosiery with shoe sales and 
in each advertisement of a shoe style or 


color, the store mentions the correct 


hosiery shade to complement it. 


Boston Shoe Club Meets 


Boston, Mass.—‘“Because consump- 
tion is above the level of production,” 
business indexes late this Spring (and 
even though this is usually a season 
when they begin to decline) will show 
a moderate increase; which, in turn, 
should have a very favorable affect on 
sentiment, according to A. W. Zelomek 
of the International Statistical Bureau, 
Inc., who was the feature speaker at a 
recent meeting of the Boston Boot and 
Shoe Club. 

“Don’t misinterpret me,” he said, “as 
predicting a rapid rise to the levels of 
the best part of last year. As I see it, 
no very rapid advance will occur before 
the latter part of the second half; and 
that will be due to the recovery in 
building and construction for which the 
base already has been formed.” 

Mr. Zelomek qualified both predic- 
tions by remarking that all bets are off 
in the event of a general European 
war. 

From consideration of business as a 
whole, Mr. Zelomek turned to a dis- 
cussion of the supply and demand fac- 
turs which influence the price of hides, 
leather and shoes. 

On the supply side of the discussion 
he called attention to the facts that 
conditions are such that it will be ad- 
vantageous for the farmer to build up 
his herds, now badly depleted; that cat- 
tle slaughter will continue to decline; 
that excessive hide imports, particular- 
ly from the Argentine, need not be 
feared as hide prices there have reach- 
ed a point at which they are not apt 
to be imported; that the peak in visible 
stocks probably has been reached, as it 
usually is when consumption is lowest. 

“Tanners,” he said, “are reaching a 
point where buying of raw materials 
must be expanded. This may lead to a 
sequence of general improvement for 
the following reasons: 

“A part of the restricted buying by 
shoe manufacturers is due to their 
lack of confidence in the price structure. 
As tanners’ purchases of hides in- 
creases, hide prices will work higher. 
This will be the signal for more ex- 
tensive purchases of leather. Such a 
concerted movement in the primary 
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markets will, in turn, encourage the re- 
lease of shoe orders by distributors, 
since their commitments are low and 
their stocks in a fairly favorable posi- 
tion.” 

.Some time during April, the last din- 
ner of the 1937-38 season will be held 
at the City Club, Boston. At that time 
a slate of candidates fer various club 
offices will be presented by the follow- 
ing committee, appointed by President 
Eugene L. Wyman: 

Frank C. Donovan, E. S. Gile, Harry 
E. Gardner, T. E. Griffin, Louis H. 
Salvage and Frank B. Masterson. 


Indiana Shoe Travelers Elect 


INDIANAPOLIS, IND. — Frank Brown 
was named president of the Indiana 
Shoe Travelers Association at a lunch- 
eon meeting, held recently in Hotel 
Washington. Other officers elected 
were: Vice-president, Ed. Bayless; 
secretary-treasurer, E. C. Smeltzer, 
and assistant secretary-treasurer, A. 
F. McCord, all of Indianapolis. 

Directors elected for two years were: 
Joe Warrender, George Hewitt and 
George Tovey; for one year: R. F. 
Grosskopf and H. F. French. 

Brown was president from 1931 to 
1933. He will name the committees at 
the April meeting. Plans were made 
at the meeting for an intensive mem- 
bership drive. 








Page 54 


WHERE 


TO 
BUY 





oe OF OO OO OFS OO Pee 


Camp Moccasins 


AF OO 6 FPP PP 


CAMP MOCCASINS 


HAND-SEWED 
COMPLETE LINE-ALL STYLES 
IN STOCK 


From $1.28/2 Up 
Send for 


° 
— H. CONJOR SHOE CO., INC. 
197 Flatbush Ave., Brooklyn, N. Y. 













No, 111 











LL Ri ae ee ee 


Men's Shoes 


ee ee er et ee ee ee Or ee ee mee ee me 







GREAT 
EASTERN 
sa (O] SG OF 









TON 





OO 6 6 AP PP 


Riding Boots 


Oe 











W. T. Jones Named Manager 


NEWPORT, ARK.—W. T. Jones has 
been named manager of the shoe de- 
partment of the P. K. Holmes Depart- 
ment Store, here. Mr. Jones has been 
associated with shoe stores in different 
sections of the country for the past 
nine years, coming here from Jones- 
boro, Ark. 


BOOT AND 


Feature Display of 
American-Made Products 


New York—Bloomingdale’s is fea- 
turing a store-wide exposition of prod- 
ucts made in America. This is in co- 
operation with over ninety manufac- 
turers and various trade associations 
as well as the Made in America Club, 
including both manufacturers and con- 
sumers. The object of the exposition, 
as explained in the Catalogue of Ex- 
hibits, is to “make more work for 
Americans by stimulating, in consum- 
ers, a fuller appreciation of the high 
quality of American-made products.” 






































This interesting display is located 
in the moderate-priced shoe de- 
partment and shows the various 
products that go into a pair of 
shoes with a cut-away shoe, illus- 
trating where each is used. 


The exhibits consist of displays show- 
ing actual manufacturing processes or 
the different stages in the production 
of the products carried in the various 
departments. Most of the departments 
have a display, attractively designed 
and signifying at a glance, by means 
of a red-white-blue color scheme, the 
purpose of the exposition. 

Four shoe exhibits and one leather 
exhibit are on display. Particularly 
attractive is the “Walkin-Style” display 
in the moderate-priced shoe depart- 
ment. This display differs from most 
of the others in that it was planned 
and executed by the department itself. 
It is compact and extremely well-plan- 
ned. The different materials used in 
the manufacture of “Walkin-Style” 
shoes are on exhibit, and a completed 
shoe, cut so that the customers can see 
how it is made, is an important fea- 
ture. 

The United Shoe Machinery Corpora- 
tion’s display of the steps in the manu- 
facture of Goodyear Welt shoes is fea- 
tured in the more expensive depart- 
ment. The exhibit, which comes from 


the USMC Museum in Boston, shows 
each step in the manufacturing process 
with explanatory cards attached, set 
against a background of the various 
machines used in each step. 

An exhibit of Barbara Lee Shoes and 





SHOE RECORDER, March 26, 1938 


one of Kedettes, sponsored by U. S. 
Rubber Products, Inc., are also of in- 
terest. The former again shows the 
different steps in the construction of 
these shoes, while the latter confines 
itself to the parts used in the construc- 
tion of Kedettes. 

Of special interest at the present 
time, because of its timeliness, is the 
Tanners’ Council of America’s exhibit 
of American Leathers, showing the 
process of converting raw skins into 
finished leather for shoes and leather 
goods. Each stage through which a 
skin goes in unhairing, tanning, sea- 
soning, coloring, and finishing is shown 
by miniature skins and photographs. 

An interesting feature of the exposi- 
tion is the showing of two short sound 
moving pictures, one “America March- 
ing On,” and the other “Frontiers of 
the Future,” both narrated by Lowell 
Thomas. With the showing of these 
pictures and the exhibits on seven 
floors, it is hoped to awaken the pride 
of the consumer in goods made by 
American labor, by emphasizing their 
superiority and by giving “reason why” 
demonstrations for this superiority. 


Pioneer Store Remodeled 


LEXINGTON, Ky.—S. Bassett & Sons, 
in business in Lexington for 82 years, 
end known locally as the “South’s Most 
Beautiful Store,” recently opened in its 
new location at 123-125 West Main 
Street. The building has been com- 
pletely remodeled, redecorated and re- 
furnished for the use of the shoe firm. 

The display windows of the store, 
modernistic in design, are spacious and 
are finished with a paneling of black 
walnut and maple. Additional spacious- 
ness is achieved by the use of curved 
windows. A small display case separ- 
ates the lobby from the carpeted fitting 
space, furnished with chairs of tubular 
chrome steel. The working stock of 
the store is carried in three rows of 
shelves running the length of the 
ground floor. Duplicate stock is stored 
on balconies surrounding the room. 
Additional balconies house the business 
office and the buying, checking and 
storage departments. A children’s de- 
partment is located at the back of the 
main floor in a separate alcove. This 
department, with a stock of more than 
2000 pairs of shoes, is decorated at- 
tractively with figures designed to ap- 
peal to children. 





Production Stepped Up 


Derry, N. H. — Production at the 
new Klev Bros. shoe factory, which be- 
gan operation here less than six weeks 
ago, is already being stepped up, it is 
announced by Samuel Gass, factory 
manager. Between 50 and 75 persons 
have been added to the payroll, bring- 
ing the total number of employees to 
more than 150. 

From 40 to 50 cases of shoes are ex- 
pected to be turned out daily, about 
—_— the number manufactured at 

rst. 
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Obituaries 


Herman E. Ackerman 


Boston, Mass.—After an illness of 
about a month, Herman E. Ackerman, 
veteran shoe dealer of Atlantic Ave., 
Boston, died recently at his home in 
Auburndale at the age of seventy-one, 
ending the earthly career of one of the 
few remaining shoe merchants of the 
old school. 


He founded the present firm of H. E. 
Ackerman, Inc., in 1914, and it has con- 
tinued through thick and thin to the 
present day. At the start, Mr. Acker- 
man did all the selling while his part- 
ner, Andrew Magnus, attended to 
everything else from selecting and ship- 
ping the orders to keeping the books. 
Of late years, however, Mr. Ackerman 
had devoted most of his time to the 
Gffice and accounts, while Mr. Magnus 
has attended to the buying and man- 
agement of the store. 

Mr. Ackerman was a man of high 
business standards and a hard worker, 
his one outside interest being horses, of 
which he was very fond. In fact, about 
the only time he took away from busi- 
ness during all the years was a week 
or two every Fall, when he would slip 
away from his desk to officiate as judge 
of the horse races at the New York 
State Fair in Syracuse, a position he 
occupied for twenty-six consecutive 
years. 

His body was taken to his old home 
in Syracuse for burial in the family 
lot. The business will be continued un- 
der the able management of Mr. 
Magnus. 


Edward M. Pease 


DEFIANCE, OHIO—Edward M. Pease, 
prominent shoe merchant of Defiance 
for 20 years, died March 15. He was 
superintendent of a shoe factory in 
Brockport, N. Y., for 18 years, coming 
to Defiance in 1903, representing an 
insurance organization. Later he was 
proprietor of a shoe store for 20 years. 
At the time of his death he was U. S. 
deputy collector of internal revenue. 

He was a past exalted ruler of the 
Elks, formerly secretary of Defiance 
County Democratic executive and cen- 
tral committees, and was former in- 
vestigator for the Ohio Board of Real 
Estate Examiners. 

His widow, two children, and three 
sisters survive. 


Franklyn A. Rohn 


MILWAUKEE, Wis. — Franklyn A. 
Rohn, 45, secretary - treasurer of the 
Rohn Shoe Manufacturing Co., died 
suddenly March 17 at his home, here. 
Mr. Rohn with his brother, Chester F., 
president of the company, founded the 
concern in 1919. He was a lifelong 
resident of Milwaukee and a graduate 
of the University of Wisconsin. Sur- 
vivors besides his brother, are his 
widow, a son, a daughter and his 
mother. 


Henry H. Wilson 


MONTREAL, CAN.—A shoe merchant 
in the United States and Canada for 
many years, Henry H. Wilson died re- 
cently at his residence, 431 Armadale 
Avenue, Toronto. 

Son of the late John Wilson of New- 
market, Ontario, he followed in the 
footsteps of his father and went in the 
shoe business. He opened stores in 
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Bebraska, St. Catharines, Ont., Bromp- 
ton and Toronto. He retired eight years 
ago. 


John Feron 


MONTREAL, CAN.— John Feron, 76, 
tor 55 years salesman for James Mc- 


‘Cready and Company, shoe manufac- 


turers, Montreal, and later with J. A. 
and M. Cote, shoe manufacturers, St. 
Hyacinthe, Que., died recently at his 
home, 1486 Chomedy Street, Montreal. 

During a period of 52 years he held 
membership in the Dominion Com- 
mercial Travelers Association. He was 
a life member of Montreal Amateur 
Athletic Association. 


Edward A. Kimball 


RowLey, MAss.—Edward A. Kim- 
ball, 90, who died here recently, worked 
in Haverhill shoe shops and later 
bought and carried on the shoe busi- 
ness of John F. Todd in Rowley. After 
that, he was foreman in the Foster 
shoe factory for several years. He 
was in the shoe trade for more than 
half a century. 


Henry Dirks 

Apa, Wis.—Henry Dirks, 78, op- 
erator of a shoe shop at Louis Corners 
for more than 50 years, died recently 
at the home of his son, Emil, here. 
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New Women’s Salon 
in Newport 


Newport, R. I. — Henry G. Minsen- 
berger has recently opened a smart and 
modern women’s shoe salon in this 
Summer resort town, 24 Washington 
Street, featuring shoes, hosiery and 
handbags. 

The new store is located on a corner 
in the heart of the shopping district. 
Two large display windows give ample 
room for window display space. The 
interior is decorated in old rose and 
rust with fitting chairs upholstered in 
rust damask and the floor covering of 
a matching shade with the chairs. Cur- 
tains on the interior are of old rose. 

Mr. Minsenberger has been selling 
shoes in Newport for more than 15 
years, formerly having been manager 
of Kay’s Newport and the Sterling 
Shoe Store. 





Features Sweepstake Entries 
New York — Celebrating the 100th 


running of the Grand National Steeple- 
chase at Aintree, March 25, Babers, 
Ltd., Madison Avenue and 49th Street, 
here, are featuring in their windows an 
advance showing of exclusive perform- 
ance photos of entries and favorites to 
win. “Royal Mail,” last year’s winner, 
is shown in two very interesting action 
photos. “Davy Jones” and “Blue 
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Shirts,” both 1938 entries and favor- 
ites, are shown taking the jump in re- 
cent races at Gatwick and Windsor. 

This store makes a specialty of Eng- 
lish shoes and the unusual window dis- 
play has attracted many comments 
from passersby. 





Surpass Employees Vote 
On Union 


GLOVERSVILLE, N. Y.—The employees 
of the Gloversville factory of the Sur- 
pass Leather Company voted recently 
on the question of whether or not they 
desired the Independent Leather Work- 
ers Union of Fulton County to rep- 
resent them as their sole collective bar- 
gaining agency. The election, which 
had been consented to by the company, 
was conducted by the National Labor 
Relations Board. 

One hundred per cent of the em- 
ployees voted with the result that 109 
rejected the union and 69 approved. 
Five votes were challenged but, as 
these could not affect the outcome of 
the election, they were not counted. 





Summer Opens in 
New Orleans 


New ORLEANS, LA.—With the ther- 
mometer hovering between 70 and 80 
degrees, some 30 degrees higher than 





it was at the same time a year ago, 
New Orleans shoe stores began to fea- 
ture white shoes in their window dis- 
plays in mid-March. 

Men’s shoe stores, including Roy 


Logan, Slater’s, Pokorny’s, W. L. 
Douglas, Regent, Thom McAn and 
others, were showing plenty of all 
white and sport shoes in tan and white 
and black and white, following the lead 
of the department stores and the wo- 
men’s shops which have been showing 
a scattering of women’s summer foot- 
wear for some time. 





Rizzo to Manage 
Milwaukee Store 


KenosHA, Wis.—Frank Rizzo has 
been named manager of the Big Shoe 


Store, 5623 Sixth Ave., this city, suc- 
ceeding Leo C. Datka, who has been 
named manager of the Big Shoe Store 
at 1108 Mitchell St., Milwaukee. Rizzo 
has been succeeded at the local store 
as assistant manager by Howard Ges- 


beck. 


Watson Joins Sales Staff 


Macon, GA. — Terrell Watson, well- 
known Macon shoe man, has joined the 
sales staff of the shoe department of 
the Union Dry Goods Company, of 


Macon. 
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Wichita Retailers Optimistic 
on Spring Business 


WicuiTa, Kans. — Shoe retailers of 
Wichita are an optimistic lot, business 
at this time being an increase over the 
same period a year ago and the outlook 
for a big Spring business, never better. 
The shoe merchants tied up their mer- 
chandise with other accessories and in 
many cases entire windows were given 
cver to shoes alone in the annual 
Spring window display staged by 
Wichita stores. Window displays were 
unveiled at 7:30 p. m., the night of 
March 16, with crowds out to see the 
new styles. 

Jack Kimple, manager of the shoe 
department of Allen W. Hinkel’s, de- 
clared the navy blue gabardine had 
been selling thus early in the season 
more than the copper tones. Black 
patents are moving along with linens 
and Python pumps. The open toe pre- 
dominates. Ninety per cent of the sales 
include kid, gabardine and linen. Re- 
sults from advertising inserted in the 
Messenger, a high school paper, and in 
the Sunflower, student paper of the 
University of Wichita, have been espe- 
cially gratifying. In illustrating shoes 
he has also used a picture of a popular 
high school student which naturally at- 
tracts the attention of the students. 
Members of various sororities have 
been pictured in the shoe advertising 
in the local newspapers. 

His department featured a lobby 
window display of navy blue footwear 
for the annual spring display of down- 
town stores. 

E. E. Turner, for 27 years manager 
of the Head Shoe store, said that busi- 
ness had been very good, with light 
tans of soft baby calf next to black 
patents in high style shoes, leading the 
procession. More conservative dressers 
wear black, and blue gabardine is just 
as popular as a year ago. Young 
women want the open toes. The store 
holds two sales a year, at the end of 
each season and these are always big 
events. Occasionally the store uses the 
radio, especially to put over kiddies’ 
shoes. Mr. Turner will attend the Shoe 
Guild convention in New York in May. 

R. W. Chambers is the new manager 
of the Roy Logan store, coming here 
from a Roy Logan store in Oklahoma 
City. Selling to men only the new man- 
ager declares that tans are staging a 
great comeback and for the past two 
weeks whites have been selling in un- 
usual quantities for this early in the 
season. The store depends largely on 
personal advertising and has built up 
a good trade in Wichita. 

At the Miller Boot shop, John 
Boerger, manager, points out that the 
great demand for copper tones is mak- 
ing a shortage in this color. Business 
is ahead of last year and he predicts 
there will be a steady demand right 
through the season for copper tones. 
“Women want their feet stylishly clad 
and are now buying pumps with three 
inch heels. Blue is a good color and a 
new royal blue kid pump is popular. 


Gabardine is just fair, baby calfskin 
being more in demand. The open toe 
and sandal types are predominating.” 

W. E. Lloyd, for the past three years 
manager of the Thom McAn store, re- 
ports more tans selling than has been 
the case in years. At this time men 
are buying sport shoes, an increase in 
this type over the same period a year 
ago. Business has shown a decided im- 
provement also in the boys’ depart- 
ment. G. E. Craft is assistant man- 
ager. 


Displays Boots at Rodeo 


Fort WortH, TEX. — The Nocona 
Boot Company, Nocona, Tex., had a 
large display in the Merchants Build- 
ings at the Southwestern Exposition 
and Fat Stock Show and Rodeo in Fort 
Worth, March 11-20. Miss Enid Justin, 
president of the Nocona Boot Co., was 
in charge of the display. R. W. Rogers, 
salesman for Texas, Oklahoma and 
Kansas territory, also was with the 
display. 

Miss Justin and Mr. Rogers presided 
over the company’s display at the 
Houston Fat Stock Show and Rodeo, at 
Houston, Tex., two weeks before the 
Fort Worth Rodeo. The display there 
was located in the Coliseum, and the 
two had to ‘see every performance of 
the rodeo when staying with the dis- 
play. The largest and smallest boots, 
made by this company, and on display 
here, attracted much attention. The 
large boot was made for the giant of 
the Ringling Bros. Circus by this com- 
pany. 

Miss Justin reports interest in boots 
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is growing, and many inquiries about 
boots were made, according to Miss 
Justin. The displays here and at Hous- 
ton also were used mainly as advertis- 
ing for dealers who handle this line, as 
no direct selling is done. 


Spring Shoes Selling in 
Chicago Stores 


CuicaGo, Inu.—Spring shoe business 
is gradually opening up here, although 
clearance sales even in the better salons 
are still most important in the sales 
picture. Gabardines and patents are 
first in the picture with the downtown 
stores, while in the outlying areas ga- 
bardine alone seems to be the leader. 
Black, of course, is volume seller, and 
many merchants have found themselves 
somewhat short on black in gabardines. 
Blue tops the color sellers, but brown 
is showing surprising strength and is 
gathering in momentum. Brown is sell- 
ing largely in gabardines, and, of 
course, there is the usual demand for 
calfskin. Patent trim is playing a big 
part in gabardine sales. 

Python, which started out with an 
early promotion, is holding up well and 
is being sold in a number of versions 
both in all-over effects and in trims 
with suede or gabardine. One shop has 
been having nice returns from a pro- 
motion of dark python. 

New style notes appearing in the pic- 
ture were special promotions of punch- 
work and pinpoint patents. Pinpoint 
effects are also carried out in a new 
carmel pig shoe promoted with gloves, 
hat, and bag to match. 





Attractive Women’s Salon at Danziger’s 


Montgomery, Ala.—Interior of the bootery at John Danziger’s. The store has 
been remodeled to include also an accessory department and a junior miss depart- 


ment. 


The bootery is finished in primavera veneer with 


aluminum tubing fur- 


niture fitted in yellow leather. The department is managed by Harry Bellows. 
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SALESMAN WANTED 


POSITION WANTED 


BUSINESS OPPORTUNITY - 








A Pennsylvania manufacturer of men’s 
and ladies’ padded sole house slip- 
pers, wants salesmen or sales agents 
selling the jobbing, department and 
chain store trade only. No objec- 
tion if sold along with non-conflicting 
line. State full particulars in letter. 
Address F-726, Care 
BOOT & SHOE RECORDER 








239 West 39th Street, New York, N. Y. 





SALESMAN WANTED — To cover the states 
of Idaho, Iowa, Washington, Montana. One 
who can obtain volume business for large man- 
ufacturer producing a line of children’s stitch- 
down shoes. Can turn over a good many ac- 
counts to start with. Must work on a commis- 
sion basis. State experience and references, 
also volume of business done. Address F-727, 
care Boot Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





ALESMEN — A well paying line of excep- 
tional shoe dyes and dressings. Must have 
following shoe stores, department stores, and 
shoe chains. Write references and territory. 
Address F-723, care Boot & Shoe Regents, 
239 West 39th Street, New York, N. Y. 








LINE WANTED 


INE WANTED. Northwest, Wisconsin, 

Minnesota, North and South Dakota. Experi- 
enced salesman with large following on women’s 
popular-priced shoes. Address F-720, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. 








ANTED a line of Beach Sandals, Growing 

Girls’ McKays or Men’s Dress line for New 
England trade. Has had 20 years’ experience. 
To be used as side line. Address F-729, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





SHOE STORE WANTED 


HOE STORE WANTED. Want to buy a 
shoe store. Prefer Tennessee or Georgia. 





Give detailed description. Replies strictly con- 
fidential. Address F-725, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
N. Y. 





SITION WANTED: Salesmen with large 
established business on women’s shoes, propu- 
lar priced. Middle and Northwestern territories. 
Has had experience as executive and salesman- 
ager. Address F-688, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
We 





AVAILABLE — Merchandiser, Stylist, Buyer. 
Advertising Man. This executive organized 
a shoe chain of 31, units in the middle of the 
depression, built it up to over a million dollar 
shoe business —- acknowledged to be one of the 
fastest styled lines in America. Well conversant 
with modern merchandising; considered the most 
seknowledged authority on the style demand 
for the younger generation. A college graduate 
with a C.E. degree and a C.P.A. degree. Ad- 
dress F-722, care Boot & oe Recorder, 239 
West 39th Street, New York, 





Capable Shoe Executive 
Department store, specialty store and chain store 
experience. Sixteen years (actual management, buy- 
ing and mer Understand 
personnel and training problems. Can assume 
management, buying and merchandising activities 
for one store or a group of stores. Location is not 
as important as the opportunity of a permanent 
connection with a progressive company. Men's, 
women’s and children’s experience in medium and 
high grade lines. 

Address F- » LaF eare BOOT & SHOE ngogneen, 
2739 West 39th Street, New York, 














HOROUGHLY trained retail shoe salesman. 

Sell and fit with the best. Married. Twenty- 
six years sold. Ten years’ experience. Any- 
thing considered. Donald Bunce, Box 21, Mar- 
telle, Iowa. 





HELP WANTED 


M4 AN FOR SALES AND PROMOTION 
FIELD WORK for well known manufac- 
turer of high-grade men’s shoes. To sell, handle 
sales promotion and cultivate dealer outlets. This 
man will have had wholesale (or retail) training 
in shoe field, and traveling experience. Must 
travel most of the time. Salary basis. Location 
N.E. Give full experience record, age, etc., in 
first letter. Address F-717, care Boot & Shoe 
i te 239 West 39th Street, New York, 








WANTED TO PURCHASE 








FOR RENT 


ALESMEN in and out of New York without 

offices here can make headquarters in Mar- 
bridge Bldg. Use of show room and stenographic 
services. Our efficient office handles all your 
detail work, such as phone calls, appointments, 
and holding or forwarding mail. Individual 
files kept strictly confidential. $20.00 per month. 
Address F-724, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 

















A PAYING 
SHOE STORE 


in one of the western cities. 


Doing upward of $50,000 now 
with good rental. Handling na- 
tionally advertised brands. Part 
cash or good securities. Manu- 
facturer will assist financially 
for responsible parties. Address 
Box No. F703, c/o Boot and Shoe 
Recorder, 239 W. 39th Street, 
New York, N. Y. 











TO THE MANUFACTURER WHO WANTS 
TO INCREASE HIS INCOME. 


An expert, with 20 years’ experience in man 

turing and selling Spats, has an article whieh will 

revolutionize the Spat industry. Little Pa is 

required as this article can be produced by fac- 

tories now making SPATS, SHOES or SLIPPERS. 
Address F-719, Care 


BOOT & SHOE RECORDER 








239 West 39th Street, New York, N. Y. 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade — can attend to. No capi- 
tal uired or goods to buy; no agency 
or soliciting. "Established 1894. Address 
es Laboratory, 21 Back Bay, 

on, Mass. 















Large Retailer will pay cash for 
your stock of footwear, especially 
better grades of well known brand- 
ed makes. Write information to 


Box F696 
BOOT & SHOE RECORDER 








239 West 39th St., New York City 





OVER 100 VALUABLE 
PRIZES 
FOR 
RETAILERS AND 
RETAIL SALES PEOPLE! 


GET IN 
SWAGGER'S PRIZE CONTEST 


on 

SWAGGER LIQUID SHOE WAX 
See Your Jobber's Salesman 
or Write for Full Information 


SWAGGER, INC. 








916 Parrish St. PHILADELPHIA, PA. 

















address should be counted. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
= Advertisements for this page must be in owe New York office on Friday of the week preceding publication. “Ge 


In all other cases each word of the 
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FOR LEASE 


MERCHANTS’ NEEDS 





GUs-LEASE—one of Detroit’s finest specialty 
shops offers space for ladies’ shoes. No fix- 
ture investment required. Only high class firm 
or individual considered. Address F-728, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





WANTED TO PURCHASE 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk- Over. Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, "Recteen: Red Cross, Nunn-Bush, Etc. 
IRVIN RUBIN 
“The House of Jobs’’ 
89 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 


We will buy surplus or entire some of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-5181 




















Practical Details Go 


Decorative 
[CONTINUED FROM PAGE 21] 


reasons, women especially like the idea 
of colored lacings which allow them 
to change the color with a change of 
costume. 

The same theory is back of the ban- 


dana sandal. Women like to be able to 
adapt their clothes to different uses, 
quickly and cheaply. They also like to 
be able to vary their way of wearing 
them. With a change of scarf, they 
have a change of color. By a different 
way of draping and knotting, they get 
a different style of wearing the shoe. 
For the casual type of shoe—whether 
it is for play or Summer evening wear 
-—the strap with buckle is particularly 
effective. The straps really form a 
little harness instead of a covering for 
the foot, and the buckle suggests the 
method used in adjusting and fasten- 
ing a harness or saddle on a horse. 
Elastic goring is by no means a new 
idea, but its treatment in today’s shoe 
styling is. There are so many kinds 
of gorings—front gores, side gores and 
sleeve gores; gores that look like suede, 
like kid or calf, like linen, gabardine 
or mesh. There are gores to match, and 
gores to contrast with, the texture and 
color of the shoe material; gores for 
play shoes and for evening slippers. 
Thus, in addition to the tremendously 
important role it plays in the fitting 


SAINT LOUIS 


OF ALL ROOMS $3 50 OR 
$5 00 OR LESS, DOUBLE 


OVER 50 
LESS. SINGLE 





and comfort of shoes, goring is a sig- 
nificant style factor also. 

The side gore may carry out the 
dainty lattice idea of the trimming, so 
important this season as in the second 
illustration on the right-hand page. In 
sport shoes it may have the broad 
bandaged effect of the wedge-heeled 
model in the illustration, or the heavy 
peasant look of the shoe shown at the 
bottom of the page. 

In the sleeve gore we have a very 
definite type of goring adapted to a 
very definite pattern. A _ high-riding 
stepin with an open shank does not 
allow for either a front or side gore so 
the sleeve gore, concealed inside the 
quarter, is the obvious solution of the 
problem of adiustment and fit in this 
type and in the cross strap pattern 
still so popular everywhere. 

Last of all, but of major importance 
in the present season of pumps and 
low stepins, is the front gore concealed 
under a bow, or buckle or tongue, as 
seen here. This shoe also illustrates 
the modern use of buttons to serve a 
purely decorative purpose. 

Lacings, buckles, scarves or ribbons, 
gorings and the newest idea, zippers— 
all have their place as fastenings and 
trimmings in the fine designs and 
varied patterns of the current season. 


New U. S. Customs 


Regulations . 


The Custom House Guide has just 
issued its 19388 de luxe annual edition. 
It contains, as one of its principal fea- 
tures, the new U. S. Customs Regula- 
tions of 1937, which entirely revises 
and supersedes the old 1931 regula- 
tions. It is the only copy of these 
regulations, revised with amendments 
to-date, available in print. 

Because of the inclusion of the new 
rates of duty established under the six- 
teen reciprocal trade agreements which 
have been concluded by the U. S. with 
foreign nations and of the many revi- 
sions enacted by Congress, the new 





INCREASE YOUR SALES 
with the original 
SHOE DOCTOR SHRINKERS 


ADDITIONAL SALES are 
made when you obtain the 
confidence of your customers 
by giving those hard-to-fit- 
feet a perfect fit. Our Shrink- 
ing Devices, when used with 
our specially prepared fluids, 
give the proper fit to shoes 
which fit large around the 
top, slip at the heel, or gap 
at the sides. Any fullness 
or wrinkles in leather or 
fabric are easily shrunk 
without harm. 


Pat KO 750" ¢ 

Curved type Iron 
Send your order or write for detail information. 
Special combination offer $25.00 (fiuids in- 


cluded in above prices) f.o.b. Indianapolis, 
Indiana. 


E. C. SMELTZER CO. 


121 E. Sist Street, Indianapolis, ind. 











volume is completely revised this year. 

The alphabetical index of 30,000 com- 
modities has been entirely revised by 
customs and statistical experts. Op- 
posite each commodity are the new 
rates of duty provided for in these six- 
teen reciprocal trade agreements. In- 
cluded in this alphabetical index are a 
large number of commodities which do 
not appear in the Tariff Act of 1930. 

In the Tariff Act of 1930, which is 
included in the new edition, a refer- 
ence note showing the reciprocal trade 
agreement which pertains to that para- 
graph has been inserted after each 
paragraph affected; also the changes 
in rates of duty covered by the Presi- 
dent’s proclamation. 


CUSTOM HOUSE GUIDE (76th 
Year), 1938 edition—Published by Cus- 
tom House Guide, Box 7, Sta. P, Cus- 
tom House, N. Y.—$15.00. 


Field Shoe Co. to Remodel 


Des MOINES, Iowa—The Field Shoe 
Co., pioneer shoe store, located for 45 
years at the same site, has announced 
a $25,000 remodeling and building pro- 
gram to be begun this Spring. Floor 
and storage space of the shoe company 
will be increased a third by building a 
rear addition two stories high. A two- 
story front, made of structural glass 
and stone will be included in the plans. 
In addition, Winter-Summer air con- 
ditioning will be built in, along with 
completely modernized store fixtures 
and offices. It is expected that the 
remodeling will be completed by 
August 1. 
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Generosity Reaps Reward 


NASHVILLE, TENN.—In November, 
1937, Flagg Brothers executed an an- 
usual bit of advertising, which has 
proved to be one of the most brilliant 
advertising exploitations ever done in 
this section of the country. In Novem- 
ber, the Commodores, football eleven 
of Vanderbilt University, Nashville, 
were one of the few undefeated major 
gridiron teams in the nation. The hard- 
est and most important struggle was 
before them, the Yellow Jackets of 
Georgia Tech. Vanderbilt followers 
were all making the trek to Atlanta, 
but some strange reason the Athletic 
Association of Vanderbilt refused to 
defray the expenses of the Vanderbilt 
band to the game. The alumni and sup- 
porters were clamoring for the band 
to make the trip, but in vain. Flagg 
Brothers stepped in and offered to pay 
all expenses of the band to Atlanta, 
with no strings attached. Of course, 
they were accepted. The next day all 
local papers carried big display no- 
tices of the fact that the band would 
accompany the team to Atlanta through 
the courtesy of Flagg Brothers. Sports 
writers and radio commentators were 
liberal in their praise of the splendid 
move on the part of Flagg Brothers. 
According to F. M. Weisiger, manager 
of the store, it has taken some time to 
determine the value of the exploitation, 
but Mr. Weisiger stated that a check 
has revealed the fact that they are now 
getting the student trade from Vander- 
bilt 100 per cent. 





A. B. Means Named 
Ware’s Buyer 

New RocuHette, N. Y.—Arthur B. 
Means, well known in the New York 
retail shoe trade, has been appointed 
buyer of women’s and children’s shoes 
at Ware’s Department Store, New 
Rochelle. 

Mr. Means was .formerly assistant 
manager of the Arch-Preserver Shop 
at 9 East 37th Street, New York City, 
and later manager of the Cantilever 
Shop, 14 West 40th Street. Previous 
to coming to New York, he was buyer 
at the Meyer’s Company at Greensboro, 
N. C., for several years. 

Mr. Means has had over 16 years’ 
experience in the shoe trade both in 
the retailing and manufacturing end. 
He was with A. B. Means, Inc., Long 
Island City, from 1922 to 1928 during 
which period he gained much of his 
early experience in fashion styling as 
this company made high grade women’s 
turn shoes. 


Summers Named Shoe Buyer 


New ORLEANS, LA—J. Frank Sum- 
mers has been named buyer for 
women’s and children’s shoes at Maison 
Blanche Co., New Orleans. He was 
formerly with B. Altman, New York. 


A Buying G 
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BOOTS AND SHOES 


BEACHCRAFT SANDAL CO., New York City... .. 00.0.0... 00.0 eee cee eee ees 
BROOKS SHOE MFG. CO., Philadelphia, Pa........ 


CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass........ FEE prea BO 
COLT-CROMWELL CO., INC., Brockton, Mass..... 0.0.0.0... 0c ccc ccc ccc eeuuee 53, 55 
CONJOR, H., SHOE CO., INC., Brooklyn, N. Y.......00.0.0 000000 c cece eee eee 54 
CONNELL, J. M., SHOE CO., S. Braintree, Mass............. Ee Sek pot er 54 
EDWARDS, J., & CO., Philadelphia, Pa...............0..00 000 Waitin VN 
ENDICOTT JOHNSON CORP., Endicott, N. Y.................... ere Pe. Me 
Peer ae eee Ges renin, Mees... ee a eis. etka 8, 9 
PUMeeeeNe weveme Ge. CoCeeO, Ue. goo ciies ion ei nines concen deh eos 14 
FRIEDMAN-SHELBY SHOE CO., St. Louis, Mo.................. onnebaameeees sy 16 
GREAT EASTERN SHOE CO., Boston, Mass...................... oe | 
JUSTIN, H. J., & SONS, INC., Fort Worth, Texas... 2.0.00 00 0 ccc ccc kee e ee ces 12 
Sarrerremee @ Store, Piilddelohia, Pa... oo... Sic cee awe sce cbiedZesccave 56 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind............ Front Cover 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass........... 0.0000. ccc ee eeeee 50 
NATHAN, DAVID T., Boston, Mass..................... Pe a a ee: ae oe 55 
I SE SOMO ORME eos 55 ova sos oes edict Malco na boa Ss Sey balecs 52 
RACINE SHOE MFG. CO., Racine, Wis... 0.06. ccc ccc ccc eee ee ee eee 3rd Cover 
eee VEE te IW VOIR MOY. coos. be cic cue cabin ay cig abe ulelv ee 43 
Ne ia NN MUO, bic. so a cccie cs gus eakigew siabins« tlenpens chdsepes aie Sl 


LEATHER AND OTHER MATERIALS 


eRe er as ONT ANE POOWONOEE ww ce cc cece c ec ceccscscuccucscneucsas 45 
SE I, RIN nis ise ee vcs Cae on oe Ube cola y ch de wlacgulvane 49 
CRpeeeeeN, MNOPUIreD. Wte,, DONNEN, BAGRE. 6 ccc ck cece cccceeaceecacecae 6 
GOODYEAR TIRE & RUBBER CO., Akron, O............ 000 ccc ccc cece eee eeees 29 
Ce On, NOW NONE CY: oo. ib chee woe tacecsheciddaeyes 2. 3 
Sn I OONUNTS, MB neg ss ks aus a owe pcre ct tine ¢b09 06 Sebaiedee ee oe 4| 
I UIE ID URUCHOD Ss Poe oii isid g sles a aeea! bo. sik no.g-00'Vacciees-o'vie sae pins 7 
Res en Goranson, R.. bon... ois ick. Voie ceezaee.: Fe Ged SRNR CREE 50 
RUEPING, FRED, LEATHER CO., Fond Du Lac, Wis........................2nd Cover 
SLATTERY BROS. TANNING CO., Boston, Mass..........0000 0.00 ccc cece ceeeseeee 52 
SURPASS. LEATHER ‘GO. ‘Philadelphia, Pasi. 2.26.00 eee... 10 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


CAVALIER CORPORATION, Baltimore, Md.............. 0. cece cece cece cece eaues 56 
COMPO SHOE MACHINERY CORP., Boston, Mass.:...........0..0 ccc cece eeeen. | 
DU PONT, E. I., DE NEMOURS & CO., INC., Arlington, N. Ju... 0.0.00... cece ee 44 
eS a 5 is. «a ve areidik pre-e kip dqg.ot a ¥idapneb ive oAEY dele 0.0 58 
UNITED SHOE MACHINERY CORP., Boston, Mass.................. 38, 39 & 4th Cover 
METRO LAST GOMMPANY, Boston, Mase... oi.oic 5 iis he baie oie cane cease 46 


STORE EQUIPMENT AND ACCESSORIES 


MGNWEL | AN OO.: St. Charles: Was. oceans wecdsiitieg nd ews en 55 
INTERNATIONAL SEAT CORP., Chicago, ill.......0 000... 52 
PITTSBURGH PLATE GLASS CO., Pittsburgh, Pa........ 2. cece ce eee 13 
Sw TIER, Bi; CO. tndianapolis, tnd... ORI ESS. 59 
WIZARD COMPANY, SI; Louis, Mo. 8. ne So Bee. 31 
MISCELLANEOUS 
BARIS SHOE COMPANY, New York City... 00.0.0... ccc ccc ccc cece cece cc ee cee 59 
PUeere: RU te CS NO A eine oe heb cov eetnrcdancice. 59 
KIRSCH-BLACHER CO., INC., New York City... 0.2.0.0. 0c cece cece eeceee 59 
I OUR MAYO Ne in ee ata tacts wie obs pervhid hdres cad > « 59 
STEPHENSON LABORATORY, Boston, Mass.............00 00: ccceecueccuceceeces 58 
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CLICKS . . . because it is a style of good taste, 
therefore wanted by well groomed young 
women who seek quality. It is one of several 
patterns, developed by Gilbert Craftsmen, 
NV which maintain a high average for reorders, 
proving again and again that Kali-sten-iks, as 


a line, Is a Capital Asset for the alert store. 








No. 1640 — Senior Misses 
‘Fem Cat Denies (tend Kali-sten-iks give Little Tots dressy quality, 


with Genuine White Wa- ; 
ter Buffalo Trim. and their Sisters and Mothers smart tailored 


Sizes 3% to 9 
AAA to C Widths 
Price $3.95 





style with a plus value of foot comfort . . . all 


molded into fine materials by excellent work- 
manship to guard your store’s reputation for 


Quality and Service. 


It pays to grade up! Our merchant helps 


show the way! Feel free to write us. 





New York: 541 Marbridge Bldg. Los Angeles: Hayward Hotel 


Neen 


Vol. CXIII, No. 5, BOOT AND SHOE RECORDER, published every Saturday by Chilton Company (Inc.), Lapaatien office, Chestnut and 56tl Phil i Pa. E 
and Executive offices, 239 West 39th St., New York, N. Y. Entered as second class ma ‘ter November 23. a . the Post Oftice in Philadelphia under yy M March oe 1870. 
Subs-ription price $3.00 per year. Printed in i” 
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THIS MAN.. 
thinks “Is COLLAR LOOKS ALL RIGHT 


It's not such a far cry from collars to counters. Some fit — some 
don’t. Possibly you think yours do, but are you sure they fit as 
well as they should? If the shoes you sell are made on counters 
which are fitted accurately to the lasts, they look better as they 
come out of the box—fit better, with no gapping at the sides — 
and wear better, too. Spaulding Counters are made that way. The 
steel lasts on which they are formed are exact duplicates of the 
original lasts. Manufacturers using Spaulding Counters have at 
least four such moulds to a size range —some who are more 
particular have as many as six, or more. Just compare this method 
and its results with a line of shoes in which only one or two 
moulds are supposed to do for the full size range. It's like trying 
to make a 4B shoe on an 8C last—or wearing a 17 collar on a 
14 shirt. Of course the collar will go on — but the question is: 
How does it look compared with one that fits? It will pay you to 


discuss this with your manufacturer. 


SPAULDING COUNTERS fit the last exactly 

like this —inside and outside — heel-seat, 
quarterand shank. 
No resistance! No 
strain on your cus- 
tomer's heel! 


ORDINARY COUNTERS... 
meet the last only halfway — like 
this. They have to be pulled into 
place — meaning tension and 
strain on your customer's heel! 
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969—-Men’'s Black Calfskin Blucher, 
Wearproof lining, Full Double Oak 
Sole, Linol Outsole, Riveted Steel 
Shank, Grain Inner, Caulk Welt, 
Rubber Heel, Goodyear Welt. C, 
D, E. 6/12. oe . .$2.95 


978—Men's Gun Metal Blucher, 
Wearproof lining, Full Double Oak 
Sole, Caulk Welt, Grain Inner, 
Rubber Heel, Goodyear Welt. C, 
D, E. 5/12 





968—Men's Gun Metal 
Blucher, Composition Sole, 
Grain Inner, Riveted Steel 
Shank, Rubber Heel, 
Goodyear Welt. E. 5/12. 

$2.00 


If all the steps taken each day in Endicott Johnson 

Service Shoes could be laid end to end, they 

aig cin teh would probably reach to the moon and back. For 
Shank, Rubber Heel, Mc- in every city and town and hamlet in the United 
Kay Construction. 6/12. States there are mailmen, firemen and policemen 
— who know these shoes for their toughness, their 

long life, and their solid, all-day comfort ... hun- 

dreds of thousands of service employees who 

have been wearing our Service Shoes for years. 


and who, today, will have no others! 


ENDICOTT JOHNSON 
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in every pair of 
ENDICOTT JOHNSON 


SERVICE SHOES 














1015—Men's Black Elk Blucher, 
Oak Sole, Riveted Shank, Grain 
Inner, Rubber Heel, Goodyear 



























wet GC te EE Sr. we oe es $2.25 
1014—Same with Doub'e Oak 
BENS 6 pci MRE A ee $2.35 


Blucher, Oak Sole, Riveted 
Shank, Grain Inner, Rubber 
Heel, Goodyear Welt. C, D, E. 
Ly i: ae oe ot $2.35 


1020--Same in Tan Box Russia. 


For sturdy construction, for good materials, and 
above all, for their matchless low price, Endicott 
Johnson Service Shoes can’t be beat. Stock them. 
Show them in your windows as often as possible. 
They're good for business 12 months a year! Lesh inon's oo ee 
3 Russia, Grain Stock 
Gusset, Grain Insole, 

Riveted Steel Shank, Oak Scie, 
Rubber Heel. All Leather Good- 
year Welt. C, D, E. 5/12..... $2.50 


| 1027—Same with double oak sole. 
1 U) |y Sens $2.65 
















1022A—Men's Tan Elk 
Blucher, Oak Sole, Grain 
Insole, Rubber Heel, 
Goodyear Welt. E. 6/12 
$2.35 
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Paris Fashion 


Arch Mode 
OPEN TOE SANDAL 
295F44 


Evans White Kid 


ARCH MODES 


White, perennial favorite, is more-than-ever correct this year. Wohl Shoe Company is offering 
its dealers an array of gleaming white patterns in the famous Paris Fashion Arch Mode line. 
Their specification is Evans White Kid, for the experience of previous seasons has proved 
that utmost dependability can be placed on this superior tannage. It’s a true pure white 
which adds a note of daintiness and charm to any shoe. Surprisingly durable, too, and firm 
enough for the clean-cut perforations which Wohl designers use with such excellent effect. 


John R. Evans & Company, Camden, New Jersey. 
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Paris Fashion 


Arch Mode 
HIGH-RIDING PUMP 
295F01 


Evans White Kid 


WOHL SHOE COMPANY 


ST. LOUIS, MO. 


Bee EF PN bE 








Paris Fashion 
Arch Mode 
COOL AIRY OXFORD 
295F42 
Evans White Kid 


Coma heities 


S*ACL ES IN FEL UENCE 











BOOT AND SHOE RECORDER, April 2, 1938 


THE ECLIPSE, S-783; a ventilated style with a hard toe box; in two tones of calf, Bark brown and tan. 





















GET THE JUMP ON THE OTHER FELLOW! 


There are always ways by which a merchant can earn leadership in 
his community...or maintain it. One avenue to this desirable goal 
is to secure the leading lines...the lines that stand for the utmost 
in style and value in each price class...the lines that are universally 


accepted as “tops” by the consumer. In the high grade field, Florsheim 





is such a line...in fact, Florsheim is so outstandingly in the lead that 
we can safely say we make more men’s quality footwear than all 
other producers combined...a truth that should convincingly prove 
the saleability of our shoes. Interested retailers should write us... 


a-Florsheim representative will be glad to call without obligation. 


TO RETAIL AT $ 20 a few styles higher 


- 


| Mirstitim SHOES FOR MEN 


THE FLORSHEIM SHOE COMPANY e Manufacturers e CHICAGO 









